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Third  quarter  online  advertising  revenues  at  26 
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Tim  Robbins'  new  play  about  embedded  journal¬ 
ists  opened  in  Hollywood  (“Headlines,  Nov.  21). 
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I  biggest  challenges  facing  online  journalism  (“5 
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columnist  Charles  Bowen  (“Digital  How-to,”  Nov. 
18). ...  Plus  Photo  of  the  Week  and  Online  Poll. 


LETTERS 


NOWirniMUORIIBIlEAK 

The  story  about  the  combina- 
tion  sales  that  Time  Inc.’s 
magazines  and  The  Orange  County 
Register  are  testing  (Nov.  17,  p.  7)  states 
that  the  recent  revision  to  ABC’s  “add-on” 
subscription  rule  allows  newspapers  to 
“add  a  free  magazine  sub  to  an  existing 
newspaper  sub...”  This  is  a  confusing 
description  of  the  guideline.  While  the 
rule  allows  a  newspaper  to  add  a  maga¬ 
zine  to  an  existing  subscription  without 
collecting  an  incremental 
payment  from  the  sub¬ 
scriber  (so  the  magazine 
may  be  effectively  free), 
it  states  “...promotion 
materials  shall  not  imply 
nor  suggest  that  the  add¬ 
on  magazine  is  ‘free’...” 

Combination  offers  must 
be  structured  in  a  way 
that  demonstrates 
payment  for  both  the 
newspaper  and  magazine 
(i.e.  “Get  The  Orange 
County  Register  and  Time 
magazine  for  one  low  price”). 

DOUG  GLAZER 
DIRECTOR,  BUSINESS  DEVELOPMENT 
TIME  DIRECT  VENTURES  LLC 
New  York,  N.Y. 

RUH,  DON'T  WALK,  FROM  JAYSON 

1  CAN’T  SAY  “Right  on!”  enough 

about  “Lying  King  Returns”  (Nov.  17, 
p.  30).  But  I  really  believe  that  it 
won’t  be  such  a  big  payoff  for  Jayson  Blair 
after  all.  Remember,  advance  sales  to 
bookstores  don’t  add  up  to  consumer 


sales  walking  out  the  door.  Yes,  Blair  got 
his  advance,  but  how  well  will  the  book 
actually  sell,  and  what  kinds  of  ratings 
will  his  media  interviews  get? 

I  think  that’s  up  to  those  of  us  in  jour¬ 
nalism.  We  in  journalism  know  all  about 
Blair  and  his  misdeeds,  but  I  honestly 
don’t  think  the  general  public,  at  least 
outside  of  New  York  City,  knows  or  cares. 
On  that  theory,  if  Blair  gets  his  really 
big  payoff,  it  could  be  because  we  in  the 
profession  bought  his  book  and  watched 
his  interviews.  I  know  we  all  have  trouble 
walking  past  a  train  wreck, 
but  we  really  need  to  do 
that  ourselves  in  this  case. 

SUE  KOVACH 
Lake  Worth,  Fla. 

BIN  TO  BAGHDAD 

Your  Nov.  17  web 
story  (“Pentagon 
Questions  Reports 
on  Osama-Saddam  Ties”) 
is  astonishingly  dishonest. 
Seth  Forges  says  that 
“The  Nov.  17  New  York 
Post  editorial  made  no  mention  of  the 
Pentagon  refuting  the  charge  as  ‘inaccu¬ 
rate.’”  In  fact,  the  Pentagon  did  no  such 
thing.  Its  statement  says  that  “news 
reports  that  the  Defense  Department 
recently  confirmed  new  information  with 
respect  to  contacts  between  al-Qaida  and 
Iraq...  are  inaccurate.”  The  Pentagon  did 
not  refute  the  “charge”  that  Osama  and 
Hussein  had  numerous  contacts  and  were 
collaborating;  it  simply  denied  that  it  had 
confirmed  any  new  information. 

T.M.  MUSTIN 
Coronado,  Calif. 


LETTERS 

E&P  welcomes  letters. 
E-mail  to  letters @editor- 
andpublisher.com,  fax 
to  (646)  654-5370,  or 
write  to  “Lettm,”  Editor  & 
Publisher,  770  Broadway, 
New  York,  NY 10003. 
Please  include  name,  title, 
location,  and  e-mail  ad¬ 
dress.  Letters  may  be  edited 
for  all  the  usual  reasons. 


- 50  YEARS  AGO  - - 

NEWSPAPERDOM  ^  FROM  EDITOR  &  PUBLISHER 


NOVEMBER  28,  1953: 
The  Evening  Express,  a  new  five 
day  “Negro”  newspaper,  made 
its  debut  in  New  York  this  week. 
The  5-cent  paper,  published  by 
William  L.  Watkins,  Jr,  was 


designed  for  national  distribution. 

Joseph  H.  Singer,  Berlin  bureau 
chief  for  the  International  News 
Service,  wrote  in  E&P  that  "If 
you’re  an  American  correspon¬ 


dent  working  in  Berlin,  reconcile 
yourself  that  sooner  or  later,  the 
Reds  will  arrest  you.”  He  added, 
“Just  drive  around  long  enough, 
and  eventually  you’ll  get  a 
tommy-gun  pointed  at  you.” 
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ilHollinger  get  light 
kind  of  hreak-up  calls? 


Offers  for  company's  ‘Sun-Times’ 
and  eclectic  Chicago  cluster 
could  be  blowing  in  the  wind 


BY  MARK  FITZGERALD 

CHICAGO 


AS  THE  SHOCK  WAVES  QH|QAG( 

from  the  Hollineer  Inter-  „ 

. .  ,  ,  j  ,  2002  Revenue: 

national  Inc.  scandal  „„„„ 

,  ,  ,  ,  p  2002  Operatmi 

reverberated  last  week  from  its 

executive  suites  through  trading  daiues- 

floors  of  Wall  Street  and  Toron-  Chicago  Sun-Timoi 
to’s  Bay  Street  and  in  the  offices  Circulation,  M-F 

of  U.S.  and  Canadian  financial  Daily  Southtown,  C 
regulators,  employees  at  the  Circulation,  M-F 

)  1  4  I  ,  Titc  Bcscoti  News  f 

company  s  only  Amencan  cluster  Circulation  M-S 

took  a  typically  Chicago  attitude:  jhe  Courier  News. 

What’s  in  it  for  me?  Circulation,  M-S 

The  easy  answer  is:  a  new  Post-Tribune,  Gary 
,  I,  n-  X  •  j  Circulation,  M-S 

employer.  Hollmger  retained  The  Herald  News,  i 

hazard  LLC  to  look  at  selling  the  Circulation,  M-S 

newspapers  as  a  group  or  individ-  The  Naperville  Fill.) 
ually.  At  first  blush  one  of  the  Circulation,  M-F 

most  attractive,  and  yet  problem-  Ciroilatton  M^F 

atic,  of  its  candidates  for  the  auc- 
tion  block  is  the  Chicago  cluster.  **^^Lern*e^  nmp! 
It  is  anchored  by  the  481,798-cir-  47  pioneer  Press 

culation  Chicago  Sun-Times  and  20  Star  newspapr 

includes  an  eclectic  mix  of  dailies  newspape 

and  wpplclip<!  Sources:  Hollmger  Interi 

dliu  wecKllcs.  Bure3y  gf  Circulal 

Inside  Hollinger,  the  Chicago  international  Year  Book 
cluster’s  financial  performance 
was  second  only  to  its  United  Kingdom  group,  gener¬ 
ating  an  operating  profit  last  year  of  $36.1  million  on 
revenues  of  $441.8.  Yet,  some  perennial  shoppers 


-p.  ,  such  as  Dean  Singleton’s  MediaNews  Group  Inc. 

1  - 1 1  m  G  S  quickly  disclaimed  any  interest  in  bidding.  Another 

1 U  StG  r  natural.  Tribune  Co.,  publisher  of  the  market-leading 

.  Chicago  Tribune  located  across  the  street  from  the 

W I  n  U  Sun-Times,  was  also  said  to  be  unwilling  to  make  an 

offer  on  its  rival  while  media  ownership  regulations 
- »■  ♦■■■• - 1  remain  unsettled. 

HOLLINGER  INTERNATIONAL  Newspaper  brokers  last  week 


CHICAGO  CLUSTER 

2002  Revenue:  $441.8  million 
2002  Operating  Profit:  $36.1  million 
Properties: 

Daiues: 

Chicago  Sun-Times 


Circulation,  M-F:  . 

.481,798 

Daily  Southtown,  Chicago 
Circulation,  M-F:  . 

48,047 

The  Beacon  News,  Aurora,  III. 
Circulation,  M-Sat;  . 

25,987 

The  Courier  News.  Elgin,  III. 
Circulation,  M-Sat:  . 

15,618 

Post-Tribune,  Gary,  Ind. 
Circulation,  M-Sat:  . 

.  .65,470 

The  Herald  News.  Joliet.  III. 
Circulation,  M-Sat:  . 

38,891 

The  Naperville  Fill.)  Sun 
Circulation,  M-F:  . 

.  20,214 

The  News  Sun,  Waukegan,  III. 
Circulation,  M-F:  . 

.  22,376 

Groups  of  non-daiues: 

3  Lerner  newspapers 

47  Pioneer  Press  newspapers 
20  Star  newspapers 
12  Sun  newspapers 

Sources:  Hollmger  International  Annual  Report; 
Audit  Bureau  of  Circulations;  Editor  &  Publisher 
International  Year  Book 


LUSTER  biggest  obstacle  to  a  sale 

II 8  million  Chicago  cluster  is 

rofiLSM"!  million  Hollinger’s  natural  interest  in  sell¬ 
ing  it  in  its  entirety.  “There’s  prob- 
ably  not  a  market  for  the  weeklies 
unless  a  person  also  buys  the  Sun- 

. 481,798  rimes,”  said  Michael  D.  Lindsey, 

go  president  of  Cheyenne,  Wyo.- 

)ra  III  based  Media  Consultants  Inc. 

25,987  “I  would  think  they  would  sell  it  as 

1  III  a  package.  With  clustering,  that’s 

15.618  what  you  would  want  to  do.” 

.r But  the  Sun-Times  is  a  second- 
III  place  newspaper  whose  competi- 

38,891  tion  is  the  flagship  of  a  media  and 

j  entertainment  giant  that  in  recent 

. 20,214  years  has  demonstrated  an  ability 

77  77fi  adapt  quickly  to  pursue  new 

markets.  “This  looks  like  a  tough 
.J  ’  deal  to  me,”  said  one  broker,  who 

fspapers  demanded  anonymity.  “Tribune 

can’t  buy  it,  and  then  you’ve  got  to 
find  someone  who  wants  to  take 
’;"Edtor'’&  pS'S'r  ou  Tribune.  They’re  not  as  rough 
as  Gannett,  but  they’re  plenty 
tough  competitors.” 

Tribune  is  not  the  only  formidable  competitor  in 
the  crowded  Chicago  market.  The  Paddock  family’s 
Daily  Herald  has  become  Illinois’  third-largest  paper 


Major  fluctua¬ 
tions  in 

technology,  consumer 
behavior,  and  the 
economy  require 
newspapers  to 
change  their  priori¬ 
ties,  but  they  tack 
the  research  budgets 
they  need  to  under¬ 
stand  and  take 
advantage  of  the 
changes,  according  to 
a  new  International 
Newspaper  Marketing 
Association  (INMA) 
report. 

Papers  need  to  • 
spend  more  to  under-. ' 
stand  consumer 
behavior  to  make 
their  product  really 
valuable,  concluded 
the  49-page  docu¬ 
ment  by  Kannon 
Consulting,  called 
“Market  Intelligence.” 

Among  the  find¬ 
ings:  newspaper 
general  managers  feel 
their  papers'  market 
research  is  only 
somewhat  useful  — 
and  while  researchers 
cite  insufficient  bud¬ 
gets  as  the  greatest 
obstacles  to  research 
effectiveness,  man¬ 
agers  are  more  likely 
to  blame  a  lack  of 


www.editorandpublisher.com 


■NOVEMBER  24,  2003  EDITOR  &  PUBLISHER  3 


skilled  staff  and  poor 
quality  of  vendors. 

The  study  also 
found  newspaper 
researchers  are  less 
educated  than  their 
counterparts  at 
consumer  packaged 
goods  companies, 
and  that  marketing 
and  sales  depart¬ 
ments  use  research 
more  effectively  than 
circulation  and  news. 

The  report  is  the 
first  to  come  out  of 
the  INMA’s  Smart 
Newspapers  initia¬ 
tive,  a  three-year 
project  aimed  at 
helping  newspapers 
grow  by  adopting 
best  practices  of 
other  industries. 

—  LUCIA  MOSES 


IN  CALIFORNIA 

Actor/director 
Tim  Robbins' 
new  play  Embedded, 
centering  on  U.S. 
soldiers  and  re¬ 
porters,  has  opened 
in  Hollywood  and 
runs  through  Dec.  21 
at  the  Actor’s  Gang 
Theater.  Robbins 
is  both  writer  and 
director  of  the  play, 
which  depicts 
reporters  covering  a 
war  in  an  oil-rich  land 
called  “Gomorrah” 
against  the  “Butcher 
of  Babylon." 

—  GREG  MITCHELL 


STRIKESADEAl 

A  tentative 

labor  contract 
between  Dow  Jones 
&  Co.  and  its  biggest 
union  forced  the 
union  to  make  more 


E  &  P  NEWS 


serving  the  prosperous  northwestern  suburbs,  which 
is  also  the  stomping  grounds  of  The  Northwest  Herald 
and  other  Shaw  family  newspapers.  Both  publishers 
increasingly  target  the  markets  of  the  former 
Copley  dailies  and  weeklies  that 
Hollinger  now  owns. 

In  that  environment,  detach¬ 
ing  individual  properties  — 
such  as  the  Sun  and  Pioneer 
Press  weeklies  that  serve  afflu¬ 
ent  suburbs  and  city  neighbor¬ 
hoods  —  is  almost  impossible. 

“And,  of  course,  (Hollinger’s) 
worst  nightmare  is  that  theyll 
be  left  with  something  after 
a  sale,”  one  broker  said. 

Still,  brokers  and  financial 
analysts  remain  convinced 
someone  will  buy  the  proper¬ 
ties.  Consider  the  Sun-Times, 
which  has  been  the  number- 
two  newspaper  in  Chicago  for 
decades,  yet  has  managed  to 
attract  four  owners  since  the  ^3^ 

Field  family  put  their  long-held  cEO  Conrad  Black  at 
tabloid  up  for  sale  in  1983. 

Just  as  with  the  Freedom  Communications  proper¬ 
ties  this  summer,  Hollinger’s  Chicago  cluster  comes 
on  the  market  at  a  time  of  pent-up  demand.  “The 
traditional  players  are  looking  —  and  so  are  the  ven 
caps,”  said  John  T.  Cribb,  president  of  Bozeman, 
Mont.-based  Bolitho-Cribb  &  Associates.  In  shopping 
around  a  paper  recently,  Cribb  said,  more  than  half  of 
parties  showing  interest  were  venture  capitalists. 

A  venture  capital  group  once  owned  the  Sun- 


Has  Hollinger  fallen  into  a  Black  hole?  Ex- 
CEO  Conrad  Black  at  book  signing  last  week 


Times,  and  many  of  the  community  papers  in 
Hollinger’s  former  American  Publishing  Co.  unit  are 
now  owned  by  chains  backed  by  V.C.’s.  But  there’s  a 
problem  with  the  venture  capitalist  scenario,  too: 

_  Daily  newspaper  prices  have 

remained  strong  despite  the 
whacking  the  newspaper  busi¬ 
ness  has  taken  in  the  past  two 
years.  ‘There’s  this  perception 
among  sellers  that  prices  have 
tanked  —  and  it’s  just  not 
true,”  Cribb  said.  “Multiples 
have  held  up  fine.  There’s  just 
not  much  (for  sale)  out  there.” 
Cribb  and  other  brokers  say 
better-quality  dailies  are 
selling  at  margins  of  12  to  14 
times  cash  flow  or  three  times 
gross  revenues. 

That  may  prove  too  rich 
a  price  point  for  venture  capi¬ 
tals,  who  may  not  see  an 
opportunity  for  substantial 

a  Black  hole?  Ex-  ^he  Sun-Times 

ok  signing  last  week  because  any  excess  operating 
costs  were  long  ago  shaken  out 
by  Hollinger.  Under  David  M.  Radler  —  the  top 
Hollinger  executive  and  Sun-Times  publisher  who 
ran  the  papers  until  resigning  last  week  —  the  Chica¬ 
go  cluster  papers  are  already  operating  very  leanly. 

Still,  the  Sun-Times  is  unlikely  to  lay  unclaimed, 
brokers  say.  “Will  somebody  buy  it?”  one  broker  said. 
“Sure.  There  will  be  five  or  six  groups  bidding  for  it  — 
though  my  guess  is,  they  won’t  (include)  one  of  your 
high-level  newspaper  companies.”  11 


No  more  'hi f  and  miss? 


Getting  Web  traffic  on  track 


BY  LUCIA  MOSES 

As  a  newspaper 
company  trying 
to  sell  its  Web 
audience,  Lee  Enterpris¬ 
es  Inc.’s  experience 
was  pretty  typical.  Sales¬ 
people  touted  the  sites’ 
page  views  and  visitor 
sessions,  but  “it  was 
not  terribly  successfiil,” 
conceded  Greg  Swanson, 
corporate  director  of 
interactive  media  sales. 
“The  only  measurement 
we  had  of  our  audience 
was  log  file  data,  and  the 
log  file  data  was  flawed.” 
Many  advertisers 


agreed;  retail  advertising 
represented  close  to 
30%  of  the  companies’ 
online  revenue,  the  rest 
coming  from  classifieds. 

This  year,  though, 
the  online  editions  of 
Lee’s  44  dailies  will  get 
about  half  of  their  online 
dollars  from  retail  adver¬ 
tisers,  as  retail  online 
revenue  has  roughly 
doubled  over  the  past 
year. 

How?  Using  a  new 
measurement  method 
from  Belden  Associates. 
Analyzing  single-day 
and  monthly  visitor  to¬ 


tals  and  visitors’  self- 
reported  Web  behavior, 
Belden  believes  it  has 
come  as  close  as  anyone 
has  to  estimating  the 
actual  local  online  news¬ 
paper  audience  size,  said 
Greg  Harmon,  director 
of  interactive  services 
at  the  Dallas-based 
research  and  consulting 
firm. 

Belden,  based  on  tests 
at  nine  Lee  sites  and  on¬ 
going  tests  at  two  other 
newspaper  chains,  esti¬ 
mates  online  papers 
reach  a  small  but  loyal 
core  of  users  —  between 
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5%  to  20%  of  the  papers’ 
entire  adult  market. 
Those  findings  are 
similar  to  recent  data 
from  Reston,  Va.-based 
online  audience  meas¬ 
urement  company 
comScore  Media  Metrix. 

Harmon  admits 
Belden’s  numbers  are 
likely  to  disappoint  some 
online  managers  who 
are  used  to  seeing  visitor 
numbers,  although 
suspect,  in  the  hundreds 
of  thousands.  But  the 
smaller  audiences  have 
quality,  he  said.  ‘These 
Web  sites  have  fabulous 
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local  audiences  and 
[newspajjers]  are  not 
selling  them,”  he  said. 

For  Swanson,  being 
able  to  tell  advertisers 
his  sites  reach  a  small 
but  loyal  audience  is 
better  than  saying  the 
audience  is  huge  but 
doesn’t  deliver  sales  for 
advertisers.  The  Belden 
data,  which  suggest  Lee’s 
core  online  audiences 
equal,  on  average,  about 
half  that  of  the  print  cir¬ 
culation,  have  helped  the 
company  “dramatically 
drive  a  new  source  of 


revenue,”  Swanson  said. 
The  ability  to  estimate 
his  sites’  reach  and  fre¬ 
quency,  he  said,  “opens 
up  an  opportunity  to  sell 
against  radio  and  TV.” 

Belden’s  findings  also 
contradict  suspicions 
that  the  Web  is  canni¬ 
balizing  print  circula¬ 
tion,  Harmon  said. 
Here’s  how:  Belden 
estimated  local  online 
audiences  represent  10% 
to  30%  of  a  paper’s  soft¬ 
ware-generated  unique 
visitor  count.  Of  that 
portion,  about  30%  of 


that  slice  subscribe  to 
print.  Of  those  who  did, 
few  reported  thev'  were 
likely  to  cancel. 

The  fiiistration  with 
existing  Web  audience 
measurement  methods 
remains  widespread, 
and  the  quest  for  a 
trustworthy  measure¬ 
ment  method  isn’t  likely 
to  end  soon.  Software 
used  by  Lee  and  many 
others,  for  one  thing, 
is  often  criticized  for 
overcounting  visitors, 
resulting  in  inflated  a 
udience  numbers. 


David  Blomquist, 
senior  editor  for  technol¬ 
ogy  and  research  at  the 
Detroit  Free  Press,  has  no 
idea  what  his  site’s  reach 
is,  despite  having  several 
sets  of  numbers.  “What’s 
not  necessarily  agreed 
upon  is  what  are  the 
most  relevant  metrics... 
that  really  give  the  ad¬ 
vertising  and  editorial 
sides  an  idea  of  how  sites 
are  being  used,”  he  said. 
“Audience  research  is  re¬ 
ally  expensive. ...  The 
more  we  do  it,  the  better 
we’re  going  to  get.”  11 


Getting  a  fix  on  news  junkies 


BY  CARL  SULLIVAN 

E’VE  ALL  HEARD  THAT  THE  INTERNET  IS 

increasingly  interwoven  in  American 
family  life.  New  research  from  the  Online 
Publishers  Association  (OPA)  seeks  to  confirm  this 
conventional  wisdom,  and  to  show  newspapers  just 
how  powerful  their  Web  sites  are. 

After  spending  numerous  hours  with  44  people  in 
23  wired  households,  John  Carey,  a  researcher  with 
Greystone  Communications,  suggested  that  the  Net 
is  truly  pervasive  in  con¬ 
sumers’  lives.  “They’re 
using  it  out  of  habit,”  he 
said  at  an  OPA  event  in 
New  York  on  Thursday.  “It’s 
becoming  part  of  the  routine. 

A  lot  of  people  are  using 
the  Web  first  thing  in 
the  morning...  with  their 
coffee,”  and  even  while 
they’re  getting  dressed  for 
work.  More  than  half  of 
these  homes  had  broad¬ 
band  access. 

Carey  compared  the 
computer  of  today  with  the 
television  of  the  1950s. 

Family  pets  of  that  era  typically  hung  out  by  the  TV 
with  the  family  after  dinner.  As  evidence,  he  produced 
a  recent  photo  of  a  cat  perched  serenely  beside  one  of 
his  study  participant’s  PC  —  tail  no  doubt  occasional¬ 
ly  blocking  the  screen. 

Carey’s  in-the-field  research  is  a  type  of  ethnogra¬ 
phy,  the  study  and  systematic  recording  of  human 
culture  and  behavior.  To  back  up  his  qualitative 
research,  OPA  also  presented  a  quantitative  study  of 


nearly  26,000  users  at  41  individual  Web  sites  that 
are  members  of  the  association,  including  15  online 
newspapers.  The  Web  survey  conducted  by  Frank  N. 
Magid  Research  found  that  participants  visit  these 
sites  not  only  to  find  news  and  information,  but  also 
because  it’s  become  a  routine  —  and  even  for  fun  and 
to  relax.  Who  knew? 

Sixty-eight  percent  of  national  news  site  visitors 
said  they  visit  frequently  to  get  national  news,  64%  to 
get  breaking  news,  52%  for  international  news,  and 
44%  because  “it’s  a  habit.”  Tw'enty-three  percent 
said  they  visited  frequently  “just  for  fun,”  23% 
“just  to  relax,”  and  21%  to  follow  up 
on  something  they  read  in  a 
newspaper. 

The  responses  were  similar 
among  visitors  to  local  news 
sites:  64%  to  get  local  news, 
53%  for  breciking  news, 
38%  for  national  news, 
and  38%  because  “it’s  a 
habit.”  The  same 
percentage  (23%)  said 
they  visit  local  sites  fi^uently 
“just  for  fun.”  By  comparison, 
39%  of  lifestyle  and  entertain¬ 
ment  site  visitors  go  frequently 
“just  for  fun”  and  24%  because  “it’s  a  habit.” 

All  of  this  debunks  the  myth  that  consumers  use  the 
Net  at  set  times,  in  fixed  locations,  and  primarily  to 
search  for  specific  information,  Carey  said.  He 
suggested  the  growth  of  the  wireless  Web  will  acceler¬ 
ate  this  trend.  “The  computer  is  now  migrating 
around  the  house”  and  into  Burger  King  and  city 
parks,  thanks  to  wi-fi  hot  spots  that  allow  mobile 
Internet  access.  @ 


concessions  that  it 
ever  has,  but  the  deal 
is  “the  best  possible” 
at  this  time,  said 
Ron  Chen,  president 
of  the  Independent 
Association  of 
Publisher's  Employ¬ 
ees  (lAPE)  Local 
1096.  Under  the 
proposed  contract, 
lAPE  members  would 
get  percentage  raises 
of  0,  2.5,  and  3  for 
2003,  2004,  and 
2005,  respectively, 
which  is  less  than  the 
5%  yearly  raises  the 
union  sought.  The 
agreement  would  for 
the  first  time  require 
employees  to  pay 
health  insurance 
premiums.  The  deal 
is  subject  to  approval 
by  the  union  board 
and  1,600  union-rep- 
resented  employees. 

—  LUCIA  MOSES 


AOmOINB 

ISURSAYSNAA 

Third-quarter 
newspaper  ad 
spending  inched 
up  1.5%  to  $10.9 
billion,  with  contin¬ 
ued  strength  in 
national  advertising 
helping  offset  the 
ongoing  lag  in 
recruitment  spending, 
according  to  the 
Newspaper  Associa¬ 
tion  of  America’s  pre¬ 
liminary  estimates. 

National  ad 
spending  gained 
8.2%  to  $1.9  billion 
in  the  quarter,  while 
retail  gained  only 
0.8%  to  $5.1  billion 
and  classified  de¬ 
clined  0.5%  to  $3.8 
billion,  hurt  by  a 
10.7%  drop  in  help- 
wanted  advertising. 

—  LUCIA  MOSES 
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C  A  1. 1  1  O  R  N  I  A 
Mark  C.  Otterson  is  the  new  circulation 
director  of  the  San  Bernardino  County 
Sun.  Previously  he  was  the  home-delivery 
manager  for  the  Los  Angeles  Times. 


Larry  Badger  has  been  named  managing 
editor  of  i\\e  Appeal-Democrat  in 
Marysville.  Badger  joined  Appeal- 
Democrat  in  1972,  and  has  serv'ed  as  the 
paper’s  city  editor  and  features  editor. 


BY  SHAWN  MOYNIHAN  NEWSPEOPLE  @  EDITORANDPUBLISHER.COM 

CALIFORNIA 

Stephen  R.  Proctor 

^  Stephen  R.  Proctor  has  been  named  deputy 
managing  editor/news  for  the  Fra/ias- 
CO  Chronicle.  Proctor,  46,  worked  at  The 
Sun  in  Baltimore  for  17  years,  most  recently 
as  deputy  managing  editor  for  sports 
and  features  since  2000.  His  previous 
HIHHBBHi  positions  at  the  Sun  include  county  editor 
and  regional  editor.  While  serving  as  assistant  managing  editor 
for  features  at  the  newspaper,  his  department  won  numerous 
national  awards,  including  the  Pulitzer  Prize  for  feature  writing. 


M  A  S  S  A  C  H  U  S  K  I  I  S 
LiS3  Marie  Pane  has  been  promoted  to 
news  editor  for  the  Associated  Press 
in  Massachusetts  and  Rhode  Island. 
Previously  she  served  as  the  AP's  Provi¬ 
dence,  R.I.,  correspondent. 


N  E  B  R  A  S  K  A 

Kia  Shant'e  Breaux  has  been  named  the 
Associated  Press’  news  editor  for  Nebras¬ 
ka.  She  previously  worked  as  a  day 
supervisor  for  AP  in  Kansas  City,  Mo. 


PENNSYLVANIA 
Michael  E.  Morsch  has  been  named  execu¬ 
tive  editor  of  Montgomerv'  Newspapers. 
Morsch  was  most  recently  publisher  of 
Illinois  Issues,  a  monthly  public  poliev’ 
magazine.  He  served  as  editor  of  The 
(Norristowm)  Times  Herald  from  2000 
to  2002. 


Jennifer  Gora  has  been  promoted  to  circu¬ 
lation  sales  and  marketing  manager  at 
The  Expre.ss-Times  in  Easton.  She  has 
been  with  the  newspaper  since  1999. 


We  specialize  in  assisting  owners 
inexploringand  negotiating  the  sale 
of  their  daily  newspapers  or 
non-daily  newspaper  groups. 


Jill  A.  Henry  has  been  named  advertising 
manager  for  The  Bradford  Era.  Henry 
had  served  as  advertising  coordinator 
since  2001. 


WASH  1 NGTON 
Julie  Shirley  is  the  new  managing  editor 
of  The  Bellingham  Herald.  She  previously 
served  as  managing  editor  of  The  Desert 
Sun  in  Palm  Springs,  Calif. 


FLORIDA 

John  J. 
Tischner 

I  to  editor  of  The 

Suncoast  News 
and  the  West 
Pasco  Press  in  New  Port  Richey, 
Fla.,  from  managing  editor. 
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EDITORIAL 


A  fan  of  empire  and  heraldry,  Lord  Black  of  Crissharbour 
is  felled  by  an  old-fashioned  insistence  on  integrity 


As  A  YOUNG  PUBLISHER  TESTI- 
fying  before  the  Canadian 
legislature,  Conrad  Black 
issued  for  the  first  time  a 
description  of  journalists  —  his  employees 
—  that  so  tickled  him  he  almost  never 
failed  to  work  it  into  his  speeches  for  the 
next  couple  of  decades:  “My  experience 
with  journalists  authorizes  me  to  record 
that  a  very  large  number  of  them  are 
ignorant,  laz>',  opinionated,  intellectually 
dishonest  and  inadequately  supiervised.” 

But  in  what  Freud  would  have  called 
projection.  Black  went  on 
to  parade  e\  er\-  one  of  those 
characteristics  in  his  public 
behavior. 

Black,  who  resigned 
as  CEO  of  Hollinger  Inter¬ 
national  last  week,  was 
ignorant  to  believe  that 
corporate  transparency 
is  some  kind  of  “gotcha” 
game,  and  not  the  first 
responsibilitv’  of  public  companies.  He 
was  lazv’  —  to  put  the  veiy-  best  and  least 
felonious  face  on  it  —  to  take  monev’  with¬ 
out  working  for  it.  He  was  opinionated... 
well,  where  does  one  start?  He  was  intellec¬ 
tually  dishonest  to  repeatedly  assert,against 
all  evidence  and  as  recently  as  last  Tuesday, 
that  nothing  w  as  amiss  in  the  executive 
suites.  And,  most  obviously.  Black  and  his 
cronies  w-ere  inadequately  supervised  by  a 
toady  board  of  inattentive  luminaries  — 
Henry  Kissinger,  Richard  Burt,  Big  Jim 
Thompson  —  that  he  collected  like  so  many 
of  his  beloved  toy  soldiers. 

Conrad  Moffat  Black  styles  himself  a 
student  of  history,  yet  he  has  often  seemed 
strangely  unmoved  by  its  tides,  never  more 


so  than  in  recent  years.  Even  as  he  was 
writing  a  biography  arguing  that  Franklin 
Delano  Roosevelt  saved  capitalism  from 
its  excesses.  Black  bizarrely  dismissed 
demands  for  transparent  corporate  gover¬ 
nance  as  “a  fad”  promoted  by  “terrorists.” 

More  recently,  he  told  The  Financial 
Times  that  “the  real  story-  is  how-  so  much 
of  the  financial  media  think:  ‘Hallelujah, 
here  is  another  mini- Enron.”*  Now,  of 
course,  we  know-  that  this  was  exactly 
w'hat  he  w-as  cooking  up. 

Even  Black's  business  moves  have  puz¬ 
zled  his  peers  for  years. 
Social  climbing  often 
seemed  his  real  ambition. 
Once  he  had  acquired  his 
handful  of  prestige  dailies 
as  a  platform  —  the  Daily 
Telegraph  in  London, 
the  Jerusalem  Post  and 
the  Chicago  Sun-Times  — 
he  apparently  grew 
embarrassed  about  being 
the  owner  as  well  of  The  Punxsutawney 
Spirit  in  Pennsylvania  or  the  Daily  Reiiew 
Atlas  in  Monmouth,  Ill.  They-  may  have 
been  dependable  cash  providers,  but  he 
dismissed  them  as  “une.xciting.” 

Black  was  willing  to  renounce  citizenship 
in  the  land  of  his  birth  to  be  draped  in  the 
ermine  robes  of  a  peerage  named,  as  David 
Olive  noted  in  The  Toronto  Star  last  week, 
for  a  subway  stop  in  London’s  Canary 
Wharf  Whatever  prerequisites  he  may  have 
thought  came  with  being  Lord  Black  of 
Crossharbour,  Mr.  Black  must  at  last  realize 
from  recent  events,  and  the  Canadian  and 
U.S.  regulatory  actions  that  are  sure  to 
follow,  that  it  did  not  include  a  droit  du 
seigneur  ynih  Hollinger  shareholders. 


Black  was  fool¬ 
ish  to  believe 
that  corporate 
transparency 
is  not  something 
to  strive  for. 
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PRtSWENT  KISH  MMOUNCBi  TtOAV  W  HE  IS 
'VERT  CONCERNEP'  WOOT  MTEUICENU  RETORTS 
SHYWG  THAT  CUM  IS  HARTORING  MMUERS  W 
Al-<MM  AMP  HAS  APVANCEP  CHEMCAl.  PIOUIGICAI 
AMP  NUCUAR  WEAPONS  PROGRAAAS.  PUT  THAT  HiS 
nCUS  IS  ON  -nNlSHlNG  THE  JOr  IN  AFGHANISTAN. 
IRAQ.  IRAN  ANP  THE  NEWIY  UPERATEP  SYRW 


f  ANP  AFTER  TK  PREAK,  VW  ^ 
WON'T  BUnn  WHAT  POPPY 
ANP  WHITNEY  PIP  TNX»  TIME  . 


Our  annual  salute  to  top  creators 
finds  that  it  was  a  year  of  writing 
(and  drawing)  dangerously 


IRAQ 


WAR 


BY  DAVE  ASTOR 


E&P  CHOSE  FOUR  PEOPLE  IN  2001  AND 
four  in  2002  for  creating  “Features  of  the 
Year.”  But  with  hundreds  of  syndicated 
people  out  there,  a  lot  of  talented  ones 
weren’t  getting  their  due.  So,  this  year, 
we’re  expanding  the  pool  to 


columnists,  comic  creators, 
editorial  cartoonists,  and  others 
who  have  had  a  notable  2003. 

Some  distinguished  them¬ 
selves  with  work  focusing  on 
the  run-up  to  the  U.S.  invasion 
of  Iraq,  the  war  itself,  and  the 
bloody  aftermath  continuing  to 
this  day.  One  columnist, 

Michael  Kelly  of  the  Washington  Post  Writers  Group, 
died  in  April  while  covering  the  war  as  an  embedded 


Due  l<»  a  Serv  ice  errof.  ihe 
foikm'ing  installment  of  this  feature, 
which  was  originally  intended  to  rur 
AMt  June  22. 2(X)6.  will  run  today. 

We  apologize  for  any 
inconvenience  this  may  cause. 


Feat 
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journalist.  Another, 
David  Ignatius  of 

^jPJL  The  Washington  Post 

^  ^  W  and  WPWG,  was 

4  \  ^  ’  unembedded  as  he 

j  'j^r^  '  filed  absorbing  pieces 
from  the  war  zone. 

Ignatius,  whose 
column  clientele 

Norman  Solomon:  ^^ipled  from  15  to  45 

antiwar  from  start  , 

newspapers  since  he 

entered  syndication  in  January,  continues  to 
f)eriodically  write  from  Iraq  and  other  coun¬ 
tries  in  that  region.  He  has  spent  four  of  the 
past  11  months  in  the  Arab  world,  and  was 
in  Baghdad’s  al-Rashid  Hotel  on  Oct.  26 
when  the  building  was  hit  by  rocket  fire  that 
missed  Deputy  Defense  Secretary  Paul 
Wolfowitz.  A  U.S.  soldier  was  killed  seven 
doors  down  from  Ignatius’  room. 

“It  was  a  shock,  but  it’s  not  the  first  time 
I’ve  been  in  a  situation  like  that,”  Ignatius 
says  in  a  phone  interview  from  his  Paris 
office.  “It  happens  so  fast  you  don’t  have 
time  to  be  scared.  As  long  as  you’re  getting 
something  for  the  risk,  you  can  justify  it.” 

In  this  case,  traveling  to  Iraq  with 
Wolfowitz  gave  Ignatius  the  opportunity  to 
learn  more  about  a  man  highly  praised  by 
many  conservatives  and  sharply  criticized 
by  many  others  as  an  architect  of  the  Bush 
administration’s  Iraq  policies. 

Despite  the  talk  of  terrorism  and 
weapons  of  mass  destruction,  Ignatius  says 
the  Bush  administration’s  “only  coherent 


Among  those  who  provided 
readers  with  memorable  Iraq 
commentary  this  year  were  (clock¬ 
wise  from  upper  left)  “The 
Boondocks”  comic  creator  Aaron 
McGruder,  editorial  cartoonist  Ann 
Telnaes,  columnists  David  Ignatius 
and  Michael  Kelly,  editorial  cartoonist 
Scott  Bateman,  the  creators  of  a 
Hollister  Kids  supplement,  and  2003 
Pulitzer  Prize  winner  David  Horsey. 
Ignatius  and  Kelly  traveled  to  Iraq  — 
and  Kelly  died  in  April  while 
embedded  with  U.S.  troops. 
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An  American  soldier  and  an  Iraqi 
woman  were  two  “Portraits  of 
War”  ably  sketched  by  Detroit 
Free  Press  artist  Richard  Johnson 
during  months  in  the  battle  zone. 


Seidel  and  Johnson  are 
collaborating  again  on  a 
December  Free  Press  series 
focusing  on  soldiers  who  have 
returned  to  Michigan  and  on 
the  families  of  soldiers  still  in 
Iraq  —  or  who  died  there. 


Prescient  prognosis 

As  most  American  media 
outlets  supported  the  w  ar  this 
March  and  April,  a  number  of  columnists 
and  cartoonists  bucked  the  patriotic  tide  by 
questioning  the  wisdom  of  the  U.S.  invasion. 

Their  doubts  turned  out  to  have  merit  as 
no  weapons  of  mass  destruction  w'ere  found 
and  American  soldiers,  Iraqis,  and  others 
continued  to  die  months  after  President 
Bush  declared  the  w'ar  essentially  over.  Some 
of  these  prescient  commentators  included 
‘The  B(K)ndocks”  comic  creator  Aaron 
McGruder  of  Universal  Press  SvTidicate;  and 
editorial  cartoonists  Scott  Bateman  of  King 
Features  Syndicate,  Ann  Telnaes  of  Tribune 
Media  Services  (TMS),  Ted  Rail  of  Universal, 
Joel  Pett  of  the  Lexirigton  (Ky.)  Herald- 
Leader  and  Universal,  Ben  Sargent  of  the 
Austin  (Texas) American-Statesman  and 
Universal,  Steve  Benson  of  The  Arizona 
Republic  in  Phoenix  and  United  Media,  Nick 
Anderson  of  The  Courier-Journal  in 
Louisville,  Ky.,  and  WPWG,  and  Mark  Fiore, 
who  does  political  animation  for  the  Web. 

Bateman  reports  getting  lots  of  flak  for  his 
cartoons,  but  about  60%  positive  feedback. 

“I  think  by  questioning  the  w'ar  all  along.  I’ve 
tapped  into  the  skepticism  that  many  people 
felt  but  weren’t  seeing  expressed  in  the 
rah-rah  cable-news  coverage,”  he  says. 

How'  did  Bateman  feel  seeing  his  skepti¬ 
cism  justified?  “I’m  actually  saddened  by 
how  accurate  I  turned  out  to  be,  because  a  lot 
of  good  young  Americans  have  died  in  this 
misguided  and  unnecessaiy-  war,”  he  replies. 

Among  the  columnists  questioning  the 
W'ar  were  Arianna  Huffington  of  TMS,  Paul 
Krugman  of  the  New’  York  Times  News 
Service,  the  Patrisia  Gonzales/Roberto 
Rodriguez  team  at  Universal,  and  Molly 
Ivins  and  Norman  Solomon  of  Creators. 

Like  Bateman,  Solomon  received  plenty 
of  supportive  mail.  “Quite  a  few'  readers 
remarked  that  my  column  w'as  conspicuous 
in  that  it  didn’t  shift  with  the  wind  or  equivo¬ 
cate  even  when  the  w'ar  seemed  to  be  going 
w’ell,”  says  Solomon,  w'ho  visited  Iraq  in 


illustrated  features 
rf*''  about  American 
‘  ^  soldiers,  Iraqi  civilians, 

t  '■  and  others.  Their  three 

months  of  human- 
interest  reports  were 
syndicated  by  Knight 
Ridder/Tribune  and 
then  collected  in 
the  July-published 
Portraits  of  War  book. 

Say’s  Seidel;  “The 
whole  point  of  the 
project  was  to  tell 
this  humongous  story 
about  going  to  war  through  stories  about 
individuals.” 

Johnson  worked  in  black  and  w'hite  for 
the  stark  effect  and  because  he  had  to  keep 
things  simple  w'hile  doing  multiple  daily 
sketches  under  very’  difficult  conditions. 

He  drew  some  of  his  evocative  illustrations 
from  life,  some  from  photos,  and  some  from 
memory.  A  major  difference  betw’een  camera 
and  pencil?  “Photography  captures  every¬ 
thing,”  Johnson  says.  “With  sketching,  I  can 
choose  which  part  to  give  more  detail.” 

Months  after  returning  to  the  U.S., 
Johnson  and  Seidel  have  vivid  memories 
of  their  time  in  Iraq. 

Johnson  recalls  edgy  American  soldiers, 
guns  drawn,  searching  an  Iraqi  village  for 
combatants.  When  none  were  found,  the 
villagers  and  soldiers  became  friendly  with 
each  other.  “That  was  a  miniature  of  a  battle 
the  U.S.  may  have  since  lost  —  the  battle  for 
hearts  and  minds,”  says  Johnson. 

The  day  Seidel  was  interviewed  by  ECSP, 
there  were  50-mile  winds  in  Michigan  that 
made  him  think  of  the  horrendous  sand¬ 
storms  in  Iraq.  He  remembers  sitting  in 
one  of  those  storms,  goggles  and  mask  on, 
as  sand  pellets  pounded  his  face,  observing 
a  soldier  watch  his  deceased  best  friend 
being  pulled  from  a  canal. 


rationale  for  the  war  is  an  idealistic  one”  — 
toppling  the  tyrannical  Saddam  Hussein 
and  creating  “the  possibility  of  a  democratic 
future.”  The  columnist  adds  that  when  he 
traveled  to  Iraq  earlier  this  fall,  he  found 
conditions  there  better  than  many  media 
reports  indicated  —  and  heard  a  number 
of  Iraqis  say  they  want  the  U.S.  to  stay.  But 
Ignatius  questions  how  much  of  a  plan  the 
Bush  administration  had  for  the  invasion’s 
aftermath,  and  says  the  media  should  have 
asked  tougher  questions  about  that  before 
the  war  began. 

Ignatius  first  reported  from  the  Middle 
East  in  1980,  and  has  returned  frequently 
since.  “It’s  a  part  of  the  world  I  feel  passion¬ 
ately  about,”  says  the  former  International 
Herald  Tribune  executive  editor  and  author 
of  five  novels.  “I  like  Arab  culture,  and  have 
a  number  of  Arab  ftiends  who  really  matter 
to  me.  It’s  not  a  region  you  can  cover  from 
a  distance.  Every  time  I  go  there,  I  learn 
something  that  surprises  me.” 

Illustrating  the  issue 

With  photos  and  stories  pouring  out 
of  Iraq,  a  Detroit  Free  Press  duo  tried 
something  different  —  drawings  and  stories. 
Artist  Richard  Johnson  and  reporter 
Jeff  Seidel  traveled  to  the  war  zone  to  do 
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2002  and  co-authored  the  2003  book  Target 
Iraq:  What  the Neu's  Media  Didn't  Tell  You. 

Now,  with  the  post-Wcir  situation  going 
badly,  more  media  are  criticizing  the  Bush 
administration’s  Iraq  policies.  “I  put  this  in 
the  ‘better  late  than  never'  categoiy,”  saN’s 
Solomon.  The  lies  that  should  have  been 
transparent  last  fall,  winter,  and  spring  are 


The  write  stuff  in  columns 

SNTidicated  creators  also  made  their  marks 
this  year  in  other  ways.  For  instance,  former 
CBS  anchor  Walter  Cronkite  entered 
s\Tidication  at  age  86  with  a  liberal  opinion 
feature  distributed  by  King.  The  w'eekly 
column  was  purchased  by  more  than  100 
newspapers  —  a  big  start  in  a  bad  economy. 

On  the  conservative  side,  Kathleen  Parker 
of  The  Orlando  (Fla.)  Sentinel  and  TMS  hit 
the  300-paper  mark.  Charles  Krauthammer 
of  WPWG  and  Thomas  Sowell  of  Creators 
were  among  four  recipients  of  the  first 
$250,000  prizes  from  the  Lynde  and  Hany’ 
Bradley  Foundation.  And  Bill  O’Reilly  of 
Creators  had  another  bestselling  book  — 
Who’s  Looking  Out  for  You?  —  while  contin¬ 
uing  to  host  his  highly  rated  O'Reilly  Factor 
show'  on  the  Fox  New's  Channel. 

One  columnist  whose  commentary  defies 
liberal/conservative  categorization  is  Froma 
Harrop  of  The  Protndence  (R.I.)  Journal  and 
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Creators.  The  issues  defy  categorization,” 
she  explains.  “At  what  point  did  running  up 
massive  deficits  become  ‘conservative’  doc¬ 
trine?  And  what’s  especially  ‘liberal’  about 
letting  tort  lawyers  close  dow'n  emergency 
rooms  through  ruinous  malpractice  suits? 
Politically,  I’m  not  that  much  of  a  strange 
duck.  The  surge  in  independent,  or  sw'ing. 


now  too  obvious 
to  ignore.  In  my 
column.  I’m  rather 
unforgiving  toward 
the  journalists  who 
went  along  to  get 
along  with  the 
White  House  when 
counted  most.” 

the  readers 
provided  with  Iraq 

information.  Hollister  Kids,  which  svudi- 
cates  Newspafjer  in  Education  content  and 
other  material,  focused  on  the  war  for  several 
installments  of  its  w'eekly  “Newspaper  Plus” 
feature  and  in  a  1 6-page  supplement  called 
Iraq:  Hou’  We  Came  to  War. 


Three  who  brought  readers  to  newspapers  in 
2003:  "Rudy  Park7"Candorville”  cartoonist 
Darrin  Bell,  opinion  columnist  Froma  Harrop, 
and  “Dear  Abby"  columnist  Jeanne  Phillips 


voting  reflects  a  much-shared  fhistration 
with  the  views  offered  by  the  two  parties. 

I’m  issue-oriented,  and  sometimes  the  con¬ 
servative  acts  for  me,  sometimes  the  liberal, 
sometimes  neither.  Independents  often  find 
themselves  pulling  the  lever  based  on  what¬ 
ever  issue  most  obse.ssed  them  that  day.” 

Harrop  says  “independent”  doesn’t 
necessarily  mean  "moderate,”  noting:  "Some 
indep)endents  a)me  with  strong  libertarian 
views.  Some  became  independent  out  of  the 
conviction  that  only  radical  approaches  can 
solve  certain  problems.” 

The  issue  Harrop  found  most  compelling 
this  year?  The  health-care  mess,”  she  says. 
The  prospect  of  not  being  able  to  afford 
good  medical  care  terrifies  most  Americans.” 

Some  topics  Harrop  addressed  in  2003 
contradicted  reader  assumptions.  “A  piece 
detailing  how  the  Bush  tax  cuts  would 
benefit  the  rich  regions  that  voted  for  Gore 
and  hurt  Republican  strongholds  was  popu¬ 
lar.  Many  readers  had  not  considered  that 
irony  before,”  she  say's.  “Another  column 
called  the  Sierra  Club  cowardly  for  refusing 
to  address  the  issue  of  immigration  and  its 
role  in  accelerating  U.S.  population  growth.” 

Harrop,  whose  column  entered  syndica¬ 
tion  in  2000  and  now'  has  100  clients,  also 
spent  time  this  year  chairing  the  National 
Conference  of  Editorial  Writers  convention 
in  Providence  and  serving  as  a  Pulitzer  Prize 
juror  in  the  editorial  cartooning  category. 


The  art(ists)  of  persuasion 

Winning  that  Pulitzer  category  was  David 
Horsey  of  the  Seattle  Post-Intelligencer  and 
TMS.  Harrop  say's  Horsey  possesses  “a  rare 


talent  for  combining  political  and  social 
commentary  in  the  same  cartoon,”  among 
other  attributes. 

This  was  Horsey  ’s  second  Pulitzer;  he  also 
won  in  1.999.  The  drawings  that  put  him  over 
the  top  in  2003  addressed  subjects  such  as 
corporate  corruption  and  the  lead-up  to  the 
Iraq  war  —  all  executed  with  much  more 
polished  art  than  most  cartoonists  do. 

Other  award-winning  editorial  cartoonists 
in  2003  included  Mike  Thompson  of  the 
Detroit  Free  Press  and  Copley  News  Service, 
who  took  home  a  Sigma  Delta  Chi  prize  from 
the  Society  of  Professional  Journalists.  Bruce 
Plante  of  the  Chattanooga  (Tenn.)  Times 
Free  Press  won  the  Fischetti  Award  in  a  year 
that  also  saw  him  sign  with  Universal  and 
serve  as  president  of  the  Association  of 
American  Editorial  Cartoonists. 

In  September,  Mike  Ritter  of  Arizona’s 
Tribune  New'spapers  and  King  succeeded 
Plante  at  the  AAEC  helm  for  a  2003-4  term. 
And  Rob  Rogers  hosted  the  AAEC’s  June 
convention  in  Pittsburgh  while  cartooning 
for  the  Pittsburgh  Past-Gazette  and  United. 
“Rob,  who  I’d  always  considered  one  of  the 
main  ‘ha-ha  boys,’  has  been  energized  since 
the  2000  election,”  says  editorial  cartoonist 
Scott  Stands  of  The  Birmingham  (Ala.)  News 
and  Copley.  "Since  that  time,  he  has  pro¬ 
duced  hard-hitting  cartoons  of  substance.” 

Meanwhile,  the  aforementioned  Bateman 
was  a  multimedia  marvel  in  2003  — 
publishing  the  SCAN  graphic  novel  and  a 
children’s  book,  self-releasing  two  CDs  of  his 
music,  and  more.  That  was  in  addition  to  his 
editorial  cartoons,  for  w'hich  he  developed  an 
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does  the  syndicated  “Strange  Brew”  comic 
panel  and  editorial  cartoons  for  the 
Arkansas  Democrat-Gazette. 

“Lucky  Cow”  creator  Mark  Pett  of 
Universal  literally  had  the  biggest  comic 
of  the  year  —  a  135x47-foot  strip  he  put 
together  this  spring  with  the  help  of 
students  at  Gentry  High  School  in 
Indianola,  Miss. 


three  seminal  comics  along  with 
^  ‘The  Boondocks”  and  “Get 
Fuzzy.”  Bell’s  reaction? 

^  “I  felt  like  a  kid  who’d  been  acting 
up  in  the  back  of  the  class  for 
/  ‘  ages,  and  the  teacher  finally 
came  over  to  see  what  all  the 
J  noise  was  about,”  he  replies. 

“Rudy  Park,”  which  was 
collected  in  its  first  book  this  year, 
is  set  in  a  cybercafe.  “Sort  of  like 
Cheers  meets  Starbucks,”  says 
1  j  Bell.  It’s  character-driven,  but 
also  has  topical  content  about 
subjects  such  as  unemploy¬ 
ment  and  the  Iraq  war. 

This  October,  Bell  started  a  second  strip 
about  a  young  Afncan-American  writer  and 
his  diverse  group  of  fiiends  in  a  big  eity. 
WPWG-syndicated  “Candorville” 
also  has  a  Spanish  version  that  Bell 
does  in  collaboration  with  his  agSI 

fiancee,  translator/TV  reporter 
Laura  Bustamante. 

What’s  it  like  juggling  two  comic  i/ 

strips?  “It’s  a  grind,”  Bell  says,  “but  T 
I’ve  never  had  so  much  fim  working  7,  ■ 
this  hard  in  my  life.  Many  cartoon-  J 
ists  have  to  work  a  day  job  and  ] 

then  crank  out  their  strip  at 
night  and  on  weekends.  I 
think  those  cartoonists  have 
it  harder,  because  [many  of 
them]  switch  from  left-brain 
to  right-brain  work.” 

John  Deering,  too,  began  a  second 
comic:  “Zack  Hill,”  which  stars  a  single 
mother  and  her  10-year-old  son.  He  collab¬ 
orates  on  the  strip  with  John  Newcombe. 
The  Creators-distributed  Deering  also 


unusual  style.  “I’ve  really  pushed 
the  envelope  on  what  an  editorial  ^ 
cartoon  is  allowed  to  look  like,”  says  bIi 
Bateman,  whose  work  doesn’t  have 
traditional  panels  or  word  balloons.  > 
As  a  freelancer  syndicated  in  a  pack¬ 
age  with  other  cartoonists,  Bateman  / 
doesn’t  earn  a  lot.  This  gives  his  work  | 
strong  insight  into  what  it’s  like  living 
on  a  modest  income  in  America.  “The 
big  economic  story  of 
the  past  few  weeks 
is  how  the  economy 
improved  so  much  in 
the  third  quarter,”  Bateman 
says.  “But  at  my  level,  people 
are  still  either  unemployed  or  underem¬ 
ployed,  health  insurance  is  too  expensive, 
and  we’re  still  seeing  a  net  loss  of  good¬ 
paying  manufacturing  jobs  that  helped 
create  a  middle  class  in  this  countiy  .” 


Abby’s  road  to  2003  success 

Other  features  doing  well  include  “Dear 
Abby,”  whose  client  list  rose  this  year  to 
1,400  —  by  far  the  most  of  any  column. 
After  the  2002  death  of  Ann  Landers,  “I 
feel  honored  that  newspaper  editors  have 
turned  to  ‘Dear  Abby’  as  another  trusted 
and  recognizable  name  in  advice-giving  to 
fill  that  space,”  Jeanne  Phillips 
tells  E^P. 

Two  examples  of  the 
feature’s  reach:  ‘This  year, 
the  column  mentioned  a 
.■  free  government  consumer 

A  publication  and  immediately 

rnore  than  a  million  copies 
were  ordered,”  recalls  Phillips. 

\  “Another  column  mentioned  a 
fire-safety  Web  site  and 
5  Y  again,  almost  immediately, 
y  more  than  a  million  hits 

'  to  the  Web  site  were 


Garfield  turned  25. 


The  cafs  meow  in  comics 

Comic  creators  were  also  in  the  news. 

Jim  Davis  marked  the  25th  birthday  of 
“Garfield”  with  such  projects  as  a  Monopoly 
game,  coflee-table  book,  and  movie  slated 
for  2004  theatrical  release.  Davis  is  the 
world’s  most  widely  syndicated  cartoonist, 
with  nearly  2,600  papers  via  Universal. 

Speaking  of  milestones,  Mort  Walker 
continued  working  on  the  1950-founded 
“Beetle  Bailey”  past  his  80th  birthday  this 
September.  More  than  100  King  executives, 
cartoonists,  family  members,  and  fiiends 
gathered  in  Connecticut  for  a  party 
marking  that  birthday. 

“Get  Fuzzy”  cartoonist  Darby  Conley  of 
United  cracked  the  400-client  mark  despite 
entering  syndication  just  four  years  ago. 

And  his  cat-and-dog  comic  was  named  top 
strip  of  the  year  by  the  National  Cartoonists 
Society.  Best  comic  panel  went  to  “Speed 
Bump”  by  Dave  Coverly  of  Creators. 

And  “Wee  Pals”  cartoonist  _ — ^ 

Morrie  Turner  of  Creators  \  .  I 

received  the  NCS’  Milton  Canilf  \  G  1 
Award  for  lifetime  achievement.  \  | 

One  speaker  at  the  NCS 
convention  this  May  was  “Bloom  County” 
creator  Berkeley  Breathed,  who  hinted  he 
might  return  to  newspaper  syndication. 

Sure  enough,  WPWG  announced  in  late 
summer  that  Breathed’s  Sunday-only,  half¬ 
page  “Opus”  comic  would  launch  Nov.  23. 

A  large  charter  client  list  of  170  will  make 
room  for  Breathed’s  cartoon  penguin. 

Darrin  Bell  also  had  a  memo¬ 
rable  year  at  age  28.  Newsweek  on  - 

the  Web  named  “Rudy  Park”  — 

the  United  strip  Bell  does  with  (f 

Theron  Heir  —  one  of  this  decade’s 


■Fuzzy”  cat  with  attitude  Phillips  this  year 

joined  the  advisory  board 
of  Mothers  Against  Drunk  Driving  and 
served  as  the  Alzheimer’s  Association 
national  spokesperson  in  a  public-service 
announcement  for  TV.  Alzheimer’s  is  the 
disease  affecting  Phillips’  mother,  who 
originated  “Dear  Abby”  in  1956. 

“Annie’s  Mailbox,”  written  by  former 
Landers  assistants  Kathy  Mitchell  and 
Marcy  Sugar  of  Creators,  had  a  list  of  about 
700  newspapers  w'hen  it  reached  its  first 
anniversary  this  July.  Mitchell  and  Sugar 
also  received  more  than  40,000  letters  after 
asking  readers  whether  they  divorced  or 
forgave  a  cheating  spouse. 

Amy  Dickinson  was  chosen  to  succeed 
Landers  at  the  Chicago  Tribune  in  July,  and 
subsequently  entered  syndication  with 
TMS  in  September. 

Iraq  also  touched  the  advice-column 
category  this  year.  The  two-millionth 

Rwas  sent  to  military  personnel  via 
the  OperationDearAbby.net 
Web  site  operated  in  partner¬ 
ship  with  the  Department  of 
Defen.se.  Those  in  the  war  zone 
badly  needed  —  and  need  — 
the  letters  from  home.  (1 


Raising 
cane  in 
this  scene 
from  the 
“Rudy 
Park” 
comic 
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W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup, com 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 

n 

Newspapers 

A ' 

Check  tmr  references 

(214)  265-*AMM>  , 

Kickc'iihacher  IVIeclia 

67.^1  Descti  IJr..  Dallas 

TX  75225 

\\  \\ w.rickcnb*ichcriiicdia.CL>m 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

C.BERKY&  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 

GAUGER  MEDIA  SERVICE.  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


^ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta.  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 


FAST  GROWING  AREA,  small  paper,  bargain 
price.  Near  metro  area.  Others,  too. 
Bill  Berger,  ATN,  1801  Exposition,  Austin, 
TX  78703.  (512)476-3950. 

SMALL  WEEKLY  NEWSPAPER  ideal  for 
husband/wife  owner-operaters  in  attractive 
Southeastern  Region.  Priced  right!  For  infor¬ 
mation,  contact  C.  Berky  -  (561)  368-4352 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


NEWSPAPERS  WANTED 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspaper 
groups  to  our  family  of  award-winning  publi¬ 
cations.  All  information  will  be  held  in  the 
strictest  of  confidence.  For  a  quick  sale, 
send  information  about  your  company  to: 

Box  2412,  Editor  &  Publisher 
770  Broadway  7th  FL.,  NY.  NY  10003 


PUBLICATIONS  FOR  SALE 


ALTERNATIVE  HEALTH  HOLISTIC  Maga- 
zine.Tampa,  FI  -Wellington  Weekly  &  Palm 
Beach,  Florida  Tourist  Guide,  Buffalo,  New 
York  Weekly,  Decatur,  IL.  Home  Magazine 
(5161-379-2797/ info@kamengroup.com 


-EQUIPMENT  &  SUPPLIES- 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tcnewstec@aol.com 


PRESSES 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856  ] 


-EQUIPMENT  &  SUPPLIES- 


PRESSES 


SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 
(800)  255-6746  or  (913)  492-9050 

WWW.  inlandnews .  com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICF.S 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PRE  PAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  9508475»www.metro-news.com 


KEEP  WHAT  YOU  GOT.  GET  BACK  WHAT 
YOU  HAD.  Improve  your  churn  and  retention. 
We  specialize  in  stop  saves,  easy  pay 
conversions,  collections,  and  customer  sat¬ 
isfaction  surveys.  Call  Bob  Bobber  at  High 
Touch  Customer  Service.  (800)  659-7521 

NEWSPAPER  SUBSCRIPTION  SALES 

Starts  'Upgrades 'Stop-Savers  Verification 
John  Dinan 
(800)  650-7183 
www.Circulationlll.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776^397 

WWW.PROSTARTS.COM 


COMPLTER  SOFTWARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrajns.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 
www.pressroomcleaners.com 

“When  it  goes  wrong,  \ou  feel 
lilce  cutting  \our  throat,  but 
you  go  on.  You  don’t  let  any¬ 
thing  get  you  down  so  much 
that  it  beats  \ou  or  stops  vou.” 

-George  Cukor 


-HELP  WANTED- 


ACCOUNTING 


CONTRaLER 
Juneau,  Alaska 

National  publishing  company  seeks  controller 
to  direct  the  accounting  and  business  office 
operations  of  Alaska's  capitol  city’s  daily 
newspaper. 

Responsibilities  include  overseeing  financial 
statement  preparation,  payroll  processing 
and  payroll  taxes,  accounts  payable,  ac¬ 
counts  receivable,  budgeting,  business  ana¬ 
lyses  and  financial  analyses  as  directed  by 
the  newspaper’s  publisher  and  corporate 
management. 

Successful  candidate  will  have  an 
accounting  and  human  resources  back¬ 
ground.  Newspaper  publishing  experience 
IS  preferred.  Strong  computer,  analytical, 
interpersonal,  administrative  and  communi¬ 
cation  skills  are  necessary. 

This  position  offers  the  successful 
candidate  the  opportunity  to  contribute  to  a 
company  that  is  well-respected  in  its  field 
and  is  known  for  its  record  of  advancement 
of  staff  members  who  make  significant  con¬ 
tributions  to  the  organization.  Salary  depends 
on  experience  and  the  company  has 
competitive  benefits  and  a  pleasant  working 
environment. 

Southeast  Alaska  and  Juneau  also  offer  un¬ 
paralleled  quality  of  live  and  living  and  out¬ 
door  adventures  in  a  community  that  is  fam¬ 
ily-friendly. 

Send  resume  with  cover  letter  outlining  salary 
history  and  requirements  to:  Robert  0. 
Hale,  Publisher;  Juneau  Empire.  31(X)  Chan¬ 
nel  Drive,  Juneau,  AK  99801 

Information  can  also  be  faxed  to: 

(907)  586-9097  or  E-mailed  to: 
robert.hale@juneauempire.com 
The  Juneau  Empire  is  an  EOE. 


■  rh<.-  ni-\v>pa|><.-r  t  an  Ix-come  the  riK  k  of 
the  eommiinit\'.  separating  water-i  ( x  >ler 
talk  from  the  truth." 

-I  kin  fcithiT.  C.IiS  News  aiKhor.  l‘W 


E&P'S  CU\SSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


'WW.editoranclpublisher.com 
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-HELP  WANTED- 


ACADEMIC 


DEAN 

COLLEGE  OF  COMMUNICATION, 
INFORMATION,  AND  MEDIA 
BALL  STATE  UNIVERSITY,  MUNCIE,  INDIANA 
Ball  State  University  invites  nominations  and 
applications  for  the  Dean  of  the  College  of 
Communication,  Information,  and  Media. 
The  Dean  reports  to  the  Provost  and  Vice 
President  for  Academic  Affairs  and  is  the 
chief  academic  and  administrative  officer  of 
the  college.  The  Dean  plans,  directs,  and 
coordinates  the  operational,  personnel, 
budgetary,  and  student  activities  of  the  college  and 
provides  leadership  and  direction  in  the  develop¬ 
ment  and  implementation  of  curricula,  academic 
programs,  outside  resource  development,  and  all  re¬ 
lated  activities. 

Ball  State  University  is  in  Muncie,  Indiana,  a 
city  with  a  population  of  approximately 
70,000,  and  located  50  miles  northeast  of 
Indianapolis  and  210  miles  southeast  of  Chicago. 
The  university  has  an  enrollment  of 
approximately  18,000  students  and  a 
fulltime  faculty  of  865.  The  College  of  Com¬ 
munication,  Information,  and  Media  has  75 
fulltime  faculty  and  currently  enrolls  2,220 
students  in  baccalaureate  and  master’s  degree  pro¬ 
grams  through  the  academic  units  of  Journalism, 
Communicabon  Studies,  Telecommunications,  and 
the  interdisciplinary  master’s  program  in  the  Center 
for  Information  and  Communication  Sciences. 

The  college  is  seeking  a  Dean  who  exhibits 
strong  leadership  and  management  abilities 
and  who  will  maintain  and  enhance  the 
vision  for  the  academic  units  in  the  college 
as  they  address  problems  and  opportuni¬ 
ties  in  communicabon,  informabon,  and  media  in  the 
21st  Century.  The  Dean  is  the  college's  leader  in 
working  with  both  internal  and  external  constituen¬ 
cies  and  assumes  a  critical  role  in  seeking  external 
funding. 

MINIMUM  QUALIFICATIONS  include:  1)  earned 
master’s  degree  and  significant  professional  or  aca¬ 
demic  experience;  2)  overall  credenbals  that  will 
merit  a  faculty  appointment  at  a  senior  rank  within 
one  of  the  units  of  the  college;  3)  strong  administra¬ 
tive  and  interpersonal  skills;  4)  experience  with  fiscal 
management;  5)  commitment  to  excellence  in 
teaching,  research,  and  service  within  the  disciplines 
of  the  college;  and  6)  demonstrated  commitment  to 
diversity. 

PREFERRED  QUALIFICATIONS  include:  1)  earned 
doctorate;  2)  sufficient  senior  level  administrative 
experience  to  provide  leadership  both  inside  the  col 
lege  and  within  the  professional  communibes  served 
by  the  college;  3)  demonstrated  success  in  generat¬ 
ing  external  funding;  and  4)  understanding 
of  university  systems,  as  well  as  academic 
policies  and  procedures. 

Immediate  tenure  may  be  granted  to  a 
Dean  with  exceptional  credentials.  Salary  is 
competitive  and  commensurate  with  experience 
and  qualificabons. 

Applicants  should  send  letter  of  application, 
curriculum  vitae,  and  contact  information 
for  five  references  to:  Dr.  Ray  V.  Montagno, 
Chairperson;  Search  Committee  for  Dean  of 
Communicabon,  Information,  and  Media;  Office  of 
the  Provost;  Ball  State  University; 
Muncie,  IN  47306.  Nominations  are  also 
welcome.  Review  of  applications  will  begin 
December  15,  2003,  and  will  continue  until 
the  position  is  filled.  Position  will  be  available  July  1, 
2004. 

Ball  State  University  is  an  equal  opportuni¬ 
ty/affirmative  action  employer  and  is  strongly  and 
actively  committed  to  diversity  within  its  community. 


ADMINISTRATIVE 


GENERAL  MANAGER 

Target  Media  Partners,  one  of  the  nation's 
fastest  growing  print  advertising  companies 
has  an  opening  for  a  qualified  general  man¬ 
ager  in  the  Knoxville,  TN  area. 

The  ideal  candidate  will  have  previous  expe¬ 
rience  in  the  print  industry,  advertising 
and/or  strong  commercial  sales 
background  with  5  years  progressive  man¬ 
agement  experience  leading  to  the  GM  level 
or  beyond. 

Proven  ability  to  grow  sales  and  develop 
people  a  must.  Our  unique  entrepreneurial 
management  approach  will  allow  the  right 
individual  unlimited  opportunity! 
Competitive  salary  with  bonus  and  a  com¬ 
prehensive  benefits  program. 

Please  E-mail  cover  letter  and  resume  to; 
HR@TargetMediaPartners.com  EOE 


Growing  newspaper  company  needs  pub¬ 
lishers  that  are  willing  to  work  hard  and  can 
generate  revenue.  If  you  enjoy  the  freedom 
to  be  successful  and  run  your  own  newspa¬ 
per,  we  need  you.  Benefits  package  includes 
health,  dental,  401(k)  and  disability. 
Send  resume  to  Box  3576,  Editor  &  Publisher 
Classified,  770  Broadway,  7th  Floor, 
New  York,  NY  10003. 


ADVERTISING 


ADMINISTRATIVE 


PUBLISHER 
WALLA  WALLA  U-B 

Are  you  a  recognized  newspaper  leader,  ea¬ 
ger  to  contribute  your  “hands-on”  operational 
and  journalistic  experience  to  a  small, 
family  owned  newspaper? 

Candidates  will  need; 

•  5-I-  years  of  senior  management  experience 
in  daily/weekly  community  papers 

•  Demonstrated  results  with  minimal  re¬ 
sources  working  closely  with  a  senior 
team 

•  Bachelor's  degree 

•  “The  head  of  a  business  person  and  the 
heart  of  a  journalist" 

Competitive  compensation  and  benefits 
package  offered.  EOE 

Send  cover  letter,  resume  and  salary  re¬ 
quirements  to; 

Grace  Noonan-Kaye 
Attn;  Walla  Walla  Publisher's  Search 
P.O.  Box  8374,  Portland,  ME  04104-8374 
E-mail;  innis@maine.rr.com 
Fax;  (207)  766-2505 


ADVERTISING 


MANAGER,  8  staffers,  daily  and  weekly 
group.  Tulsa,  OK  green  country.  Salary,  in¬ 
centives,  bonus. 

ccagle@neighbor-newspapers.com 


ADVERTISING 


ADVERTISING 


ADVERTISING  DISTRICT  SALES  MANAGER 

The  Star-Telegram,  a  Knight  Ridder  newspa¬ 
per  with  325,777  circulation  in  a  top  5  mar¬ 
ket,  is  seeking  a  retail  advertising  sales 
manager  to  lead  a  team  of  16  members 
that  include  an  associate  manager,  account 
executives  and  support  staff. 

Leadership  experience  in  newspaper  adver¬ 
tising  with  a  minimum  of  three  years,  creative 
and  innovative  thought  processes,  success 
with  bundled  media  sales  and  use  of 
sophisticated  mapping  and  database  pro¬ 
specting  techniques  are  required.  Strong 
communication  skills  and  the  ability  to  build 
spreadsheets  to  formulate  and  support  rev¬ 
enue  enhancing  initiatives  are  equally  im¬ 
portant.  The  ability  to  speak  Spanish 
fluently  is  a  plus.  Excellent  salary,  benefits, 
401(k)  and  stock  options. 

Equal  Opportunity  Employer 

Interested  applicants  should  send  resume 
and  cover  letter  to; 

Star-Telegram 
Attn;  Brad  Hagstrom 
Retail  Advertising  Director 
P.O.  Box  1870,  Fort  Worth,  Texas  76101 
FAX;  (817)390.7892 
Bhagstrom@star-telegram.com 


Leading  provider  of  system  solutions  for 
the  publishing  industry  has  positions  available 
in  its  Los  Angeles  and  Houston  offices 
for  CIRCULATION  AND  ADVERTISING  SYS¬ 
TEMS  PRODUCT  REPRESENTATIVES.  Candi¬ 
dates  need  a  minimum  of  3  years  soft¬ 
ware/project  management  experience.  Pub¬ 
lishing  industry  knowledge  a  plus.  Travel  re¬ 
quired.  Send  resume  to  H.R.,  Neasi-Weber 
International,  8550  Balboa  Blvd.,  #100, 
Northridge,  tk  91325. 

SALES  TEAM  LEADER  for  Southwest  Geor¬ 
gia’s  top  news  and  advertising  medium. 
WANTED;  A  dynamic  sales  professional  with 
experience  in  media  advertising  sales  and 
the  ability  to  lead  a  sales  team  of  3  account 
executives  to  achieve  sales  goals  in  2004. 
Must  be  a  possibility  thinker,  good  strategist, 
upbeat,  innovative  and  well  versed  in 
the  fundamentals  of  consultative  selling. 
The  ability  to  use  research,  create  and  deliver 
sales  presentations,  and  aggressively 
follow  through,  is  required.  A  strong  team 
orientation,  leadership  and  interpersonal 
skills  are  mandatory. 

If  you  love  a  challenge,  hard  work  and  the 
gratification  of  succeeding  with  a  top-notch 
sales  organization  - 1  want  to  hear  from  you. 

Bob  Geiger  Vice  President/Marketing 
The  Albany  Herald 
Phone;  (229)  888-9398 
Fax;  (229)  888-9394 
bobg@albanyherald.com 
EOE 


Somefimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 


CLASSIFIED  SALES  MANAGER 

VNU,  a  leading  business-to-business  information  company,  has  a  great  opportunity 
for  a  Classified  Sales  Manager  to  join  our  Classified  team. 

Responsibilities  include  managing  existing  account  base  as  well  as  ongoing  new 
business  development.  Ideal  candidate  will  have  at  least  3  years  of  inside  sales  experience. 
Must  have  great  communication  skills,  be  a  team  player  with  a  great  attitude  and  have  high 
energy. 

VNU  offers  competitive  salary  plus  potential  to  earn  commissions.  We  also  have  a 
comprehensive  benefits  package  that  includes  a  401(k)  plan  and  a  pension  plan. 

Send  resume  with  cover  letter  indicating  salary  requirements  to; 

VNU  Business  Publications 
E-mail:  MMRopportunities@vnuusa.com 
Please  indicate  “Classified”  in  subject  line  when  e-mailing  resume. 

Fax:  (646)  654-7278 


EpiTOR(S?PUBLISHER:  The  comnumkatiou  link 
of  the  newspaper  industry  every  week  since  1884. 


PUBLISHERS  NEEDED 


ADVERTISING  ADVERTISING 


VICE  PRESIDENT,  ADVERTISING 

NYSE  newspaper  publishing  Company  seeks  top-notch  professional  for  Vice  President,  Ad¬ 
vertising  to  serve  as  the  chief  advertising  executive.  This  individual  will  oversee  advertising 
for  23  daily  newspapers  and  236  non-daily  publications.  The  vice 
president  of  advertising  will  work  with  the  advertising  directors  at  each  newspaper  on 
the  following:  business  development,  professional  sales  training  and  establishing 
long-term  marketing  and  sales  objectives  as  well  as  short-range  goals  consistent  with 
the  strategic  direction  of  the  company.  Successful  candidates  should  have  20-i-  years 
proven  track  record  in  successful  newspaper  sales  and  sales  management  with  analytical 
and  strategic  advertising  expertise.  Responsibilities  include  recruiting  for  the 
company's  top  sales  management  positions,  advertising  budgets,  involvement  in 
planning  and  launching  new  products  and,  preparing  and  presenting  training  material 
for  sales  staffs  and  management  teams.  This  individual  operates  as  part  of  a  team  of 
newspaper  professionals  that  includes  circulation,  editorial,  production  and  IT.  Send 
resume  with  salary  history  to  Charles  Sheridan: 

Fax:  (609)  396-8356  E-mail:  jobs@journalregister.com 
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ADVERTISING 


SALES  MANAGER 

The  Cincinnati  Enquirer  is  a  respected  leader 
with  a  rich  tradition  of  excellence  and  di¬ 
versity.  As  part  of  Gannett  Inc.,  the  nation’s 
largest  newspaper  company,  we  offer  a  dy¬ 
namic,  customer-focused  environment 
where  you  are  rewarded  for  your  exceptional 
performance. 

A  Sales  Manager  for  The  Cincinnati  Enquirer 
is  responsible  for  leading  and  coaching  a 
sales  team  to  achieve  department  goals.  In 
addition,  the  individual  will  help  oversee  the 
sales  team’s  accounts,  increase  the  market 
share  of  the  sales  category  through  well-de¬ 
veloped  selling  initiatives  that  identify  new 
business  opportunities  as  well  as  ways  to 
increase  business  with  current  customers. 
This  position  will  also  establish  strategies 
for  accomplishing  objectives  of  the  depart¬ 
ment  and  will  train,  coach,  and  motivate 
others  to  exceed  established  goals.  The 
Sales  Manager  is  expected  to  utilize  market 
research  data,  deliver  quality  sales  presen¬ 
tations  and  assist  in  the  training  of  the 
sales  team  on  selling  the  value  of  Enquirer’s 
broad  range  of  multi-media  products  and 
services  including  print,  on-line,  television, 
targeted  publications,  direct  mail,  and  event 
marketing. 

The  qualified  candidate  must  have  a  track 
record  of  successful  sales  management  ex¬ 
perience  and  a  minimum  of  three  years  of 
sales  supervisory  experience.  Media  or 
newspaper  experience  is  preferred.  A  college 
degree  in  marketing  or  related  field  is 
ideal  or  equivalent  work-related  experience. 
Superior  organizational  and  communication 
skills  are  essential. 

Please  submit  resumes  to: 

Human  Resources  Department 
The  Cincinnati  Enquirer 
312  Elm  Street,  Cincinnati,  OH  45202 
Or  fax  to:  (513)  768-8210 
Or  E-mail  to:  hr@enquirer.com 
EOE 


CIRCULATION 


CIRCULATION  DIRECTOR 
South  Valley  Newspapers,  publisher  of 
three  local  newspapers  and  a  direct  mail 
publication,  located  in  the  bedroom  commu¬ 
nity  of  Gilroy,  CA  is  seeking  an  experienced 
Circulation  Director.  Total  circulation  for 
two  dailies  is  9,000  and  a  twice  weekly  of 
3,500.  The  papers  are  located  in  Santa 
Clara  and  San  Benito  Counties,  situated 
near  San  Jose,  CA  .  This  position  reports  di¬ 
rectly  to  the  Publisher.  The  successful  can¬ 
didate  will  have  progressive  circulation  de¬ 
partment  experience  with  a  small  daily 
newspaper,  ability  to  motivate  a  team,  ex¬ 
perience  with  TMC  and  non-subscriber  publi¬ 
cations  and  the  ability  and  drive  to  actively 
sell  newspapers.  A  competitive  salary  and 
benefits  package  is  offered.  This  is  a  great 
opportunity  for  experienced  District  Manager 
to  run  his/her  own  operation.  For  confidential 
consideration,  please  send  resume 
and  compensation  history  to: 

Bill  Barry,  South  Valley  Newspapers 
P.O.  Box  22365,  Gilroy,  CA  95021 
Or  E-mail  wmbarry@pspub.com 

the  iieirsfxiper  im/t  is  try's 

- MEETING  place.' - 

_ SNS.SJ5.  9J~f9 _ 


-HELP  WANTED- 


CIRCULATION 


DIRECTOR  OF  CONSUMER 
SALES  AND  MARKETING 

The  (Colorado  Springs)  Gazette  has  an  im¬ 
mediate  opening  in  Circulation  sales  and 
marketing.  This  director  is  responsible  for 
providing  direction  and  leadership  for  the 
Circulation  division’s  consumer  sales  and 
marketing,  customer  service,  NIE  and  com¬ 
puter  systems  staffs.  • 

This  position  assists  the  VP  of  Circulation  in 
the  creation,  development  and  execution  of 
the  Circulation  division’s  overall  plan.  The 
successful  candidate  shares  in  the  respon¬ 
sibility  for  the  division’s  performance  in 
achieving  circulation  growth,  revenue  and 
expense  objectives. 

This  position  requires  a  person  who  can  de¬ 
sign,  implement  and  monitor  sales  and  mar¬ 
keting  programs  to  meet  or  exceed  assigned 
revenue  and  circulation  goals.  An  absolute 
commitment  to  customer  service  is  essential 
and  you  must  work  in  a  collaborative 
manner  with  a  wide  range  of  clients  and  col¬ 
leagues  to  execute  this  role  effectively. 

Please  send  your  resume  to:  The  Gazette, 
Attn.  Bruce  Ullom,  30  South  Prospect 
Street,  Colorado  Springs,  CO  80903  or: 
bullom@gazette.com 


USA  TODAY 

DIRECTOR,  NATIONAL  CUSTOMER  SERVICE 
USA  TODAY,  the  Nation’s  Newspaper, 
seeks  a  Director,  National  Customer 
Service  for  our  Tysons  Corner,  VA  head¬ 
quarters  (Washington,  DC  area).  The  Director, 
National  Customer  Service  (NCS)  supervises 
a  contact  and  order-processing 
center,  developing  and  implementing  a 
long-term  strategy  to  support  the  goals  of 
the  Circulation  Marketing  Department,  USA 
TODAY,  and  Sports  Weekly.  This  position  di¬ 
rects  subscriber  service  and  retention  pro¬ 
grams,  operations/support  department 
functions,  and  the  NCS  department. 
RESPONSIBILITIES:  Provides  leadership  that 
produces  “legendary”  world  class  service. 
Services  USA  TODAY  and  Sports  Weekly 
customers  through  various  points  of 
contact,  i.e.  telephone,  interactive  voice  re¬ 
sponse  systems,  outsource  providers, 
voice  broadcasting,  invoices,  postal  mail 
correspondence  and  email;  processes 
orders,  payments  and  instructions. 
Supports  business  growth,  superior  delivery 
service  and  customer  retention  in  the  Circu¬ 
lation  Department,  primarily  in  Home  Delivery 
business,  but  also  Blue  Chip,  Single 
Copy  and  Education  business.  Will  be  ac¬ 
countable  for  meeting  budgeted  monthly 
and  annual  financial  and  estimate  goals. 
REQUIREMENTS:  Minimum  five  years  cus¬ 
tomer  service  contact  center  management 
experience.  Newspaper  contact  center  ex¬ 
perience  is  required.  Also  requires  minimum 
five  years  operating  a  telephone  system. 
Experience  developing  and  implementing  a 
budget  greater  than  $1M  is  required;  PC 
skills  (MS  Office)  required. 

We  offer  an  excellent  compensation  and 
benefits  package,  including  an  on-site  fitness 
center.  To  apply,  please  E-mail 
resume  and  cover  letter  to: 

lobs@usatoday.com 

We  recognize  and  appreciate  the  benefits 
of  diversity  in  the  workplace.  EOE 
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CIRCULATION 


FIELD  OPERATIONS  MANAGER 
The  Hartford  Courant,  CT’s  largest  daily 
newspaper,  is  looking  for  a  strong  manager 
to  support  our  circulation  at  the  Hartford 
branch.  In  this  role,  you  will  manage  and  in¬ 
crease  single  copy  newspaper  sales  at  our 
business  outlets  by  ensuring  timely  delivery 
from  our  agents,  coordinating  special 
events  and  street  sales,  reducing 
expenses,  and  maximizing  marketing  dis¬ 
plays  while  providing  quality  service  to  our 
customers. 

Must  ensure  accurate  route  lists  and  cus¬ 
tomer  information,  contracts,  efficient  oper¬ 
ations,  service  improvement  and  delivery 
expansion.  Develop  and  manage  department 
operating  budget.  Perform  analysis 
and  audits  of  route  structures,  delivery 
times  and  costs  making  changes  where 
necessary  to  ensure  sales  and  efficiencies 
are  maximized. 

Track  inventory  of  equipment  and  point  of 
purchase  items.  Seek  out  additional 
revenue  sources  through  delivery  of  other 
publications  and  other  items.  The  ideal  can¬ 
didate  will  need  3  to  5  years  hands-on  busi¬ 
ness  or  sales  management  experience. 
Excellent  leadership,  interpersonal  and 
communication  skills  required.  Ability  to  de¬ 
liver  vending  or  bulk  routes  in  the  absence 
of  the  regular  delivery  person.  You  will  also 
need  a  valid  CT  driver’s  license  with  a 
five-year  driving  history  in  good  standing. 
Computer  experience  and  knowledge  of  the 
area  is  helpful. 

Company  vehicle  is  provided.  The  work 
schedule  for  this  position  starts  as  early  as 
5:00  a.m.  and  may  include  some 
weekends.  We  offer  a  competitive  salary,  a 
comprehensive  benefits  package,  401(k), 
and  opportunity  for  advancement. 

Please  send  resume  along  with  salary  ex¬ 
pectations  to  our  resume  processing  center 
referencing  source  HC/EPM/610613/JMW. 

Tribune  Company 
C/0  Resume  Processing 
P.O.  Box  549233,  Waltham,  MA  02453 
FAX:  (781)663-8534 
E-mail:  tribune@trm.brassring.com 
Subject  Line:  HC/EPM/610613/JMW 
The  Hartford  Courant  is  an 
Equal  Opportunity  Employer 
Committed  to  Workforce  Diversity 


“Sliow  ing  up  is  80  percent  of 
life.” 

-  Woody  Allen 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting= 
place. 

888.825.9149 


CIRCULA’nON 


ZONE  MANAGER 

The  Cincinnati  Enquirer,  a  division  of  Gannett 
Co.,  Inc.,  the  nation’s  largest  publisher 
of  newspapers,  is  seeking  an  outstanding 
individual  for  the  position  of  a  Zone 
Manager. 

The  Zone  Manger  is  responsible  for  efficiently 
managing  all  aspects  of  distribution 
and  delivery  of  the  newspaper  in  an  assigned 
zone.  This  includes  planning,  directing 
and  coordinating  all  activities  of  the  zone, 
maintaining  and  updating  all  the  required 
records  and  reports,  promoting  home  deliv¬ 
ery  subscriber  base  and  managing  the 
Zone’s  budget.  Duties  include  selecting, 
training,  managing  and  providing  direction 
to  District  Managers  to  ensure  satisfactory 
delivery,  collection  and  sales  efforts 
through  the  carriers. 

Requirements  include  a  minimum  of  5  years 
prior  experience  in  newspaper  distribution. 
A  bachelor’s  degree  in  Business  or  Marketing 
is  preferred.  Candidates  must  possess 
a  strong  drive  to  provide  a  high  level  of  cus¬ 
tomer  service.  Strong  organizational,  ana¬ 
lytical,  planning  and  managerial  skills  are  re¬ 
quired,  along  with  excellent  oral  and  written 
communication  skills.  Ability  to  lift  and  carry 
100  lbs.  A  valid  driver’s  license,  with  a  de¬ 
pendable  vehicle  is  a  must. 

The  hours  for  this  position  would  be  2  a.m. 
to  10  a.m.  Wednesday  through  Sunday. 

To  apply  for  this  position,  submit  your  resume 
to: 

Human  Resources  Department 
The  Cincinnati  Enquirer 
312  Elm  Street,  Cincinnati,  OH  45202 
Or  fax:  (513)  768  8210 
Or  E-mail:  hr@enquirer.com 


EDITORIAL 


ASSOCIATE  EDITOR 

VNU  Business  Media,  a  leading  busi- 
ness-to-business  information  company,  has 
an  immediate  job  opening  with  our  Jewelry 
Group  for  an  Associate  Editor  in  our  New 
York  City  office. 

Responsibilities  include:  general  assignment 
reporting  and  editing,  writing  news  copy 
and  features,  conducting  interviews  for  ar¬ 
ticles  and  features,  and  creating  content  for 
other  products,  including  supplements  and 
show  dailies. 

Qualified  applicants  will  have  a  BA/6S  degree 
in  a  writing  related  study,  2  years  print 
publication  reporting,  preferably  on  a  daily 
newspaper,  proofreading  experience,  and 
facility  with  Quark.  Some  travel  required. 
Please  E-mail  your  resume  and  cover  letter 
including  salary  requirements,  indicating  po¬ 
sition  code  AENJ-EP  in  the  subject  line,  to: 
mmropportunities@vnuusa.com  or  mail  to 
VNU  Business  Media,  Human  Resources, 
7th  Floor,  770  Broadway,  New  York,  NY 
10003. 

VNU  is  an  equal  opportunity  employer 
BUSINESS  REPORTER 

The  Rochester  Business  Journal,  a  nation- 
aFaward-winning  weekly  with  Web  daily  edition 
(www.rbjdaily.com),  seeks  a  reporter 
with  strong  hard-news  skills  to  help  cover 
one  of  the  nation’s  top  regions  for 
high-tech,  international  trade.  Two  years’  ex¬ 
perience  required.  Competitive  pay.  E-mail 
resume,  clips  to  pericson@rbj.net. 


www.editorandpublisher.com 


Phone:1-888-825-9149  -  CLAniFIED  advehtisiiig  -  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


CIRCULATION 


SINGLE  COPY  SALES  MANAGER 

The  Santa  Barbara  News-Press  is  looking 
for  a  dynamic  individual  to  join  its  team  as 
Single  Copy  Sales  Manager  in  the 
Circulation  Department.  This  is  a  full-time 
position.  This  position  will  report  directly  to 
the  Circulation  Director  and  is  responsible 
for  all  aspects  of  Single  Copy  sales. 

Must  be  able  to  work  as  needed.  Major 
Responsibilities:  Seek  opportunities  to  in¬ 
crease  single  copy  sales  in  retail  stores, 
restaurants,  hotels,  hospitals  and  other 
public  areas;  Create  sales  opportunities 
around  events,  activities  and  programs; 
Work  with  marketing  department  to  design 
all  single  copy  promotional  materials;  Man¬ 
age  single  copy  draws;  Participate  actively 
as  a  member  of  the  Circulation  Sales  Team. 
Work  with  independent  carriers  to  help  find 
ways  to  increase  sales  in  a  competitive 
market;  Machine  maintenance  and  ordering 
of  parts  and  supplies  for  machines  and  car¬ 
riers  as  needed;  Ensure  proper  delivery  of 
single  copy  newspapers  to  carriers  and  ver¬ 
ification  of  returns  and  entry  into  data  base 
system,  keep  route  lists  updated. 

Distribute  weekly  invoices  to  carriers  and 
ensure  timely  collections;  Maintain  carrier 
contracts,  fill  open  routes  when  needed. 
Minimum  of  five  years'  single  copy  experience 
is  preferred. 

Located  on  the  central  California  coast, 
Santa  Barbara  is  one  of  the  most  desirable 
areas  to  work.  Must  have  current  California 
Driver’s  license  and  excellent  driving 
record. 

Send  resume  to:  Santa  Barbara 
News-Press,  P.O.  Box  1359,  Santa 
Barbara.  CA  93102-1359  or  E-mail  to: 
kknobbe@newspress.com 


_ EDITORIAL _ 

EDITOR  POSITION  AVAILABLE 
Managing  Editor  sought  for  growing  South 
Hill,  Virginia  twice-weekly  community  news¬ 
paper.  Duties  include  news  writing,  editing, 
layout.  Must  be  willing  to  lead  and  develop  i 
young  staff,  communicate  with  the  public  ; 
and  appreciate  community  journalism.  Must 
have  experience  as  a  newspaper  editor.  Ex-  i 
celletit  salary,  benefits.  Send  resume,  cover 
letter,  samples,  references  and  salary  history 
to  Editor,  P.O.  Box  530,  Chatham,  VA 
24531. 


EDITOR 

Seasoned  magazine  journalist  wanted  for 
editor’s  position  at  successful  city 
magazine  in  Salt  Lake  City,  LIT.  We  are 
seeking  an  individual  with  excellent  writing 
and  story  development  and  management. 
Please  send  resume  and  salary  requirements 
to  editor@bocamag.com  or  via  mail 
to  M.  Speed,  6413  Congress  Avenue,  Suite 
100,  Boca  Raton,  FL  33487. 


EDITORIAL 


EDITOR  WANTED:  Be  the  voice  of  an 
award-winning  weekly  newspaper  in  north¬ 
western  Vermont.  Ideal  candidate  will  have 
journalistic  experience,  experience  editing 
submitted  copy,  lead  the  news  team  of  re¬ 
porters  and  photographers,  and  hopefully 
have  some  experience  in  page  layout.  Com¬ 
petitive  salary  and  benefits.  Send  resume, 
cover  letter  and  writing  samples  to  County 
Courier,  P.O.  Box  398,  Enosburg,  VT 
05450  or  amdnewspaper@hotmail.com. 


ENJOY  THE  SUN  BY  DAY 
BE  A  CITY  EDITOR  BY  NIGHT 
If  you  want  to  become  an  editor  in  one  of 
the  hottest  markets  in  Florida,  check  this 
out:  We’re  looking  for  a  Night  City  Editor  to 
help  run  our  four  daily  newspapers  in  sunny 
Southwest  Florida.  We  call  ourselves 
"America’s  Best  Community  Daily  Newspa¬ 
per”  for  a  reason:  We  won  60  national  and 
state  awards  in  2002.  Contact  Buddy  Martin, 
Managing  Editor,  Charlotte  Sun,  23170 
Harborview  Road,  Charlotte  Harbor,  FL 
33980,  or  E-mail:  bmartin@sun-herald.com. 
No  phone  calls.  EOE/Drug  Free  Workplace 


ENTHUSIASTIC  EDITOR  sought  for  weekly 
newspaper  on  shores  of  Lake  Winnipesaukee 
in  central  New  Hampshire.  Candidates  must 
be  proficient  in  Quark,  Photoshop  and  digital 
photography.  Must  have 

2-3  years  experience  in  the  newspaper 
field.  This  is  a  top-flight  opportunity  with  an 
established  community  newspaper  group. 
We  offer  an  excellent  compensation  package 
and  quality  of  life.  Submit  resume  and 
cover  letter  to  Rich  Piatt,  publisher,  Salmon 
Press  LLC,  P.O.  Box  729,  Meredith,  NH 
03253  or  E-mail: 

publisher@salmonpress.com 


HEALTH  REPORTER 

The  Las  Vegas  Review-Journal  seeks  a 
strong  writer  adept  at  both  breaking  news 
and  enterprise  to  cover  the  medical  beat. 
This  reporter  will  be  expected  to  break 
news  on  the  local  health  care  delivery 
system,  develop  features  on  patients  and 
new  treatments,  and  explain  the  ramifications  ‘ 
of  HMOs  and  HIPAA. 

The  reporter  must  work  quickly  on  deadline 
and  produce  stories  worthy  of  page  one. 
Clear  writing  is  essential,  clever  writing  val-  J 
ued.  The  successful  applicant  will  have  at 
least  five  years  of  daily  experience, 
including  medical  reporting  or  a  medical 
background. 

Please  send  resume,  cover  letter  and  six 
clips  showing  versatility  to  City  Editor  Mary 
Hynes,  Las  Vegas  Review-Journal,  P.O.  Box 
70,  Las  Vegas,  NV  89125-0070.  No  E-mail 
applications,  please.  Pre-employment  drug 
screen  required.  EOE. 


EDITORIAL 


MANAGING  EDITOR 

A  Mid-Atlantic  Newspaper,  with  a  45,000 
circulation  7-day  daily,  is  currently  offering  a 
tremendous  career  opportunity  for  a  Man¬ 
aging  Editor  to  lead  a  talented  news  staff  of 
50  employees.  Must  display  knowledge  of 
all  newspaper  departments,  management 
theories,  and  practices  and  understand  the 
needs  of  our  local  market.  This  skilled  pro¬ 
fessional  will  possess  10-15  years 
newsroom  experience  with  5-10  years  su¬ 
pervisory  experience. 

We  offer  a  competitive  salary  and  benefits 
package.  Qualified  candidates  may  submit 
a  resume,  cover  letter  and  salary  require¬ 
ments  to  Box  3552,  Editor  &  Publisher 
Classified,  770  Broadway,  7th  Floor,  New 
York,  NY  10003. 

An  Equal  Opportunity  Employer 


MANAGING  EDITOR 

Mid-Atlantic  weekly  newspaper  group  needs 
editor  for  its  lead  paper.  This  is  a 
top-to-bottom  job.  Must  be  excellent  copy 
editor  who  can  turn  so-so  copy  into  good 
writing  on  deadline.  Solid  writing  skills  and 
ability  to  train  young  staff  required.  The  editor 
will  also  cover  some  stories  and  be  able 
to  fill-in  for  reporters  when  necessary.  Writing 
and  editing  are  key,  plus  layout  abkity. 
Competitive  salary,  health  and  retirement 
plan.  Also  seeking  reporters  for  news  and 
features.  Solid  writing  skills  required.  Send 
cover  letter,  resume  and  samples  to: 

Box  3591,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


MANAGING  EDITOR 

Small,  fully-digital,  AM  newspaper  with  Sun¬ 
day  edition,  companion  shopper  and  com¬ 
munity  portal  Web  site;  part  of  a  family-owned 
regional  group  of  16  publications 
is  looking  for  an  experienced  editorial  de¬ 
partment  leader. 

We  are  located  in  a  growing  progressive 
community  (population  22,000)  about  one 
hour  south  of  the  Twin  Cities  along  1-35.  A 
history  of  excellence  in  community 
journalism  is  essential.  Earnings  in 
$50K-$55K/year  range  plus  full  package  of 
benefits  with  appropriate  experience  or  will 
step  up  to  this  level. 

Mail  resume,  letter  outlining  vision  of  a  com¬ 
munity  newspaper  and  recent  samples  of 
your  work  to  Ron  Ensley,  Publisher  and  Editor, 
Owatonna  People’s  Press,  135  W. 
Pearl,  Owatonna,  MN  55060  or  E-mail: 
rensley@owatonna  .com 


NEW  ENGLAND  DAILY  (under  10,000)  with 
weekly  operations  seeks  seasoned,  enthusi¬ 
astic  editor  to  lead  a  new  round  of  growth 
in  a  competitive  market.  Our  editor  must  be 
able  to  provide  leadership  and  training  and 
be  a  solid  representative  to  the  community. 
He/she  should  have  deep  knowledge  of  all 
departments  and  proven  ability  to  work  with 
other  managers.  We  are  in  a  beautiful,  ac¬ 
cessible  part  of  New  England  with  a  wealth 
of  cultural  and  outdoor  amenities.  Send  re¬ 
sume  and  references  to  Box  3587,  Editor  & 
Publisher  Classified,  770  Broadway,  7th 
Floor,  New  York,  NY  10003. 


EDITORIAL 


MANAGING  EDITOR 

VNU  Business  Media,  a  leading  busi- 
ness-to-business  information  company,  has 
an  immediate  job  opening  with  our  Jewelry 
Group  for  an  experienced  Managing  Editor 
to  work  in  our  New  York  City  office.  The  ME 
will  oversee  the  editorial  and  production 
processes  for  a  group  of  jewelry  related 
magazines,  electronic  newsletters  and  spe¬ 
cial  projects  and  will  ensure  that  the  maga¬ 
zine,  e-newsletter,  website  content,  online 
dialogues,  and  reprint  archives  all  success¬ 
fully  meet  their  production  schedules. 
Qualifications  include  a  degree  in 
Journalism,  English,  Communications,  or  a 
closely  related  field,  and  7-10  years  of  pro¬ 
gressively  responsible  experience  in  editorial 
management  timeliness.  Must  have  excellent 
copy  editing  skills,  familiarity  with 
graphic  design  and  printing,  knowledge  of 
MS  Word,  MS  Excel,  Adobe  Acrobat, 
Dreamweaver,  and  Photoshop.  A  solid  editing 
and  writing  background  are  necessary. 

Please  E-mail  your  resume  and  cover  letter 
including  salary  requirements,  indicating  po¬ 
sition  code  MENJ-EP  in  the  subject  line,  to: 
mmropportunities@vnuusa.com  or  mail  to 
VNU  Business  Media,  Human  Resources, 
7th  Floor,  770  Broadway,  New  York,  NY 
10003. 

VNU  is  an  equal  opportunity  employer 


NEWS  EDITOR/ 

ONLINE  CONTENT  MANAGER 
VNU  Business  Media,  a  leading  busi- 
ness-to-business  information  company,  has 
an  immediate  job  opening  for  an  experienced 
News  Editor/Online  Content  Manager 
to  join  our  Convenience  Store  News  Magazine 
team.  This  position  is  in  our  New  York 
City  office.  The  News  Editor  will  research, 
write  and  edit  news  stories  for  both  the 
Web  site  and  the  magazine.  Must  be  news 
savvy  and  information-hungry,  completely 
committed  to  quality  and  accuracy,  with  a 
writing  style  that  combines  credibility  and  a 
lively  tone.  In  addition  to  writing  and  editing 
news,  the  news  editor  will  monitor  the 
entire  Web  site  and  help  manage  all 
content. 

Qualifications  include  at  least  3  years  at  a 
quality  daily  newspaper,  news  magazine  or 
news-oriented  trade  publication.  Must  have 
some  experience  with  Web  content  man¬ 
agement  and  BA/BS  in  journalism  or  com¬ 
munications.  Ability  to  travel  and  work  flexible 

I  hours. 

!  Please  E-mail  your  resume  and  cover  letter 
including  salary  requirements,  indicating  po¬ 
sition  code  NECS-EP  in  the  subject  line,  to: 
mmropportunities@vnuusa.com  or  mail  to 
VNU  Business  Media,  Human  Resources, 
7th  Floor,  770  Broadway,  New  York,  NY 
10003. 

VNU  is  an  equal  opportunity  employer 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


—  CLASSIFIED  ADVERTISERS  — 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 
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-HELP  WANTED- 


EDITORIAL 

MAILROOM 

NEW  MEDIA 

PRESSROOM 

OBITUARY  WRITER 

The  Washington  Post  is  seeking  a  graceful 

ASSISTANT  PACKAGING  & 
DISTRIBUTION  MANAGER 

CONTENT  MANAGER 

The  Cincinnati  Enquirer  has  a  full-time  position 

ASSISTANT 

PLATEMAKING  SUPERINTENDENT 

writer  with  an  absolute  reverence  for  facts 
and  a  broad  familiarity  with  science,  arts 
and  letters  to  write  obituaries  that  convey 
not  only  a  sense  of  life  lived,  but  also  a 
view  of  history. 

The  candidate  we  seek  can  ferret  out  context 
from  the  most  obscure  reference 
works,  loves  history  and  biography,  and  has 
the  ability  to  deal  sensitively  but  directly 
with  grieving  relatives.  The  ideal  candidate 
will  have  at  least  five  years  of  experience 
reporting  for  a  metropolitan  daily  newspaper. 
Interested  parties  should  send  a  cover 
letter,  resume  and  five  to  six  clips  to  Cheryl 
Butler,  Director  of  Recruiting  and  Hir¬ 
ing/News,  The  Washington  Post,  1150  15th 
Street  NW,  Washington,  DC  20071  or 
E-mail:  butlerc@washpost.com 

The  University  of  San  Diego  seeks  an 
ASSOCIATE  DIRECTOR  OF  PUBLICATIONS 
to  serve  as  editor  of  USD  Magazine,  the 
university's  quarterly  magazine. 
Manages  all  phases  of  creative  process  and 
production,  including  design,  writing,  editing 
and  photography.  Coordinates  all  aspects 
of  magazine  printing  process,  including 
schedules,  budgets,  print  bids,  press 
checks  and  proofs.  Generates  news  and 
feature  article  ideas  and  writes  a  wide 
range  of  articles  for  USD  Magazine  and  other 
university  publications. 

Send  a  letter  of  application,  resume,  three 
reference  contacts,  and  three  feature-length 
writing  samples  by  12/12/03  to:  Human 
Resources  University  of  San  Diego  5998 
Alcal-  Park  San  Diego,  CA  92110-2492. 

EMPLOYEE  RELATIONS 

DIRECTOR  OF  EMPLOYEE  RELATIONS 
The  Pittsburgh  Post-Gazette  is  seeking  an 
experienced  manager  to  be  its  director  of 
employee  relations.  The  successful  applicant 
will  be  responsible  for  negotiating  and 
administrating  14  labor  agreements  and 
managing  grievances,  workers’  compensa¬ 
tion,  unfair  labor  practice  hearings,  unem¬ 
ployment  compensation  issues,  and  investi¬ 
gations  involving  the  EEOC,  the  Pennsylvania 
Human  Relations  Commission  and  the 
Pittsburgh  Human  Relations  Council.  The 
position  also  will  be  responsible  for  imple¬ 
menting  initiatives  in  the  areas  of  recruiting, 
staffing,  employee  relations,  organizational 
development,  compensation,  benefits  and 
training  and  development. 

Reporting  to  the  director  of  operations,  the 
director  of  employee  relations  also  will  be 
responsible  for  directing  an  HR  staff  of  four. 
Must  have  at  least  10  years  of  HRAabor 
experience  in  a  union  environment  and  at 
least  five  years  of  management  experience. 
Newspaper  experience  preferred. 

The  Post-Gazette  offers  a  competitive  finan¬ 
cial  package  and  a  comprehensive  benefits 
package  that  includes  a  401(k)  with  an  em¬ 
ployer  match.  The  Post-Gazette  is  an  equal 
opportunity  employer. 

Send  cover  letter  and  resume  to: 

Director  of  Operations 
Pittsburgh  Post-Gazette 
34  Boulevard  of  the  Allies 
Pittsburgh,  PA  15222 

www.editorandpubiisher.com 


Mid  size  morning  newspaper  in  Southern 
California  has  an  immediate  opening  for  an 
individual  experienced  in  the  printing  industry. 
Packaging  &  Distribution  Center  seeks 
a  qualified  applicant  with  a  strong  emphasis 
on  extensive  management  experience  in¬ 
cluding  adept  team  building  abilities  and 
proficient  communication  skills.  Qualifying 
individuals  should  possess  experience  with 
mailroom  facilities,  including  state  of  the  art 
Inserting  Machines  and  Controls.  This  man¬ 
agement  position  requires  analytical  skills 
and  the  capacity  to  facilitate  quality  produc¬ 
tion  in  timely  and  consistent  manner.  Must 
be  willing  to  work  nights  and  weekends  with 
the  opportunity  for  advancement.  We  offer 
a  highly  competitive  compensation  and  ben¬ 
efits  package  including  medical  coverage 
and  401(k).  Qualified  candidates  should 
send  cover  letter  and  resume  to: 

Box  3578,  Editor  &  Publisher  Classified 
773  Broadway,  7th  Floor 
New  York,  NY  10003 


“Making  the  simple  complicated  is 
commonplace:  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that's  creativity.” 

-  Charles  Mingus 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $13.80  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 
FEATURES  AVAILABLE 

line  rates:  $12.45  per  line,  per  week 
three  line  minimum 

Black  and  white  display  ads 

$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 
ALL  CATEGORIES 
Red  display  ads:  $60.00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both 
line  and  display  ads,  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25.00  per  insertion;  counts 
as  two  lines  of  copy.  The  identity  of 
box  holders  cannot  be  revealed. 
Readers  are  advised  not  to  send 
samples  when  replying  to  blind  box 
ads;  we  are  not  responsible  for  the 
recovery  of  samples. 

DEADLINE: 

Wednesday  noon  prior  to 
Monday  issue  date 


for  an  Online  Content  Manager. 

The  Content  Manager  is  responsible  for 
strategy  and  execution  of  Internet  content 
on  Cincinnati.Com,  a  Web  site  published  by 
The  Cincinnati  Enquirer.  The  Content  Manager 
oversees  presentation  and  updates  of 
key  products  such  as  the  Cincinnati.Com 
home  page;  manages  custom  online  pub¬ 
lishing  efforts;  oversees  online  content  staff 
and  resources;  and  works  with  online,  edi¬ 
torial,  marketing,  and  advertising  divisions 
to  plan  and  publish  editorial  and  promotional 
content  produced  by  The  Enquirer,  The 
Post  and  content  partners.  We  are  looking 
for  an  idea  person  with  very  strong  organi¬ 
zational,  editorial,  business  and  interpersonal 
skills  who  can  extend  the  reach  of  our 
brand  and  help  grow  readership  in  print  and 
online. 

REQUIREMENTS: 

•At  least  3  years  editorial  experience, 
preferably  in  a  newsroom  environment. 

•  At  least  2  years  of  Internet  publishing  ex¬ 
perience. 

•  At  least  2  to  3  years  of  successful  editorial 
management  experience  required. 

•Bachelor’s  degree  in  related  field  or 
equivalent  work  experience. 

•  Outstanding  writing,  copy-editing,  design, 
photographic,  communication  and  project 
management  skills. 

•  Outstanding  Internet,  HTML  and 
computer  skills. 

•Business  and  marketing  skills,  including 
business  writing,  business  management 
and  market  analysis,  preferred  but  not  re¬ 
quired. 

If  you  meet  the  necessary  qualifications  and 
would  like  to  apply,  please  submit  your  re¬ 
sume  to: 

Fax:  (513)  768-8210 
E-mail:  hr@enquirer.com 
Human  Resources  Department 
The  Cincinnati  Enquirer 
312  Elm  Street,  Cincinnati,  OH  45202 
EOE.  We  recognize  and  appreciate  the  ben¬ 
efits  of  diversity  in  the  workplace.  People 
who  share  this  belief  or  reflect  a  diverse 
background  are  encouraged  to  apply. 


PRESSROOM 


PRESS  OPERATOR 

The  Roanoke-Chowan  News-Herald,  serving 
four  counties  in  northeastern  North 
Carolina,  is  looking  for  an  experienced 
press  operator.  The  person  will  be  respon¬ 
sible  for  operating  an  eight-unit  Goss  Com¬ 
munity  press.  The  R-C  News-Herald  is  located 
in  Ahoskie  (Hertford  County),  North  Carolina, 
approximately  one  hour  south  of  Norfolk,  VA 
and  one  hour  north  of  Greenville. 
NC.  Prime  hunhng  and  fishing  country. 

The  ideal  candidate  will  possess  web  press 
experience,  leadership  skills,  written  and 
verbal  skills.  Great  opportunity  for  strong 
#2  seeking  to  move  up.  Send  resume  to: 

Jay  Jenkins,  Publisher 
RoanokeTlhowan  News-Herald 
P.O.  Box  1325,  Ahoskie,  NC  27910 
Or  Fax:  (252)  332-3940 
No  phone  calls,  please 


Join  a  State  of  the  Art  production  platemaking 
operation  in  College  Park,  Maryland. 

Position  requires  background  training  or  ex¬ 
perience  in  4  color  and  spot  color  prepress 
film  and  platemaking  processes. 

Should  be  technically  oriented  and  knowledge 
in  web  offset  production. 

Must  have  leadership  experience  capable  of 
working  in  and  assisting  the  Superintendent 
in  managing  a  diverse  work  group.  A  solid 
work  record  is  required  with  a  track  record 
of  outstanding  performance. 

Qualified  candidates  should  send  their  re¬ 
sumes  and  cover  letter  to: 

The  Washington  Post 
Attn:  Personnel  -  RGCP 
5245  Greenbelt  Road 
College  Park.  MD  20740-2243 
Fax;  (301)446-1105 

The  Washington  Post  is  committed  to  diver¬ 
sity  in  the  workplace  and  promotes  a 
drug-free  work  environment. 


-POSITIONS  WANTED- 


ADMINISTRATIVE 

Young  PUBLISHER/REPORTER/DESIGNER 
looking  to  add  fresh  perspective  to  your 
print  or  Web  publication.  Visit: 

www.JustinSilverman.com 

_ ADVERTISING _ 

SEASONED,  DEDICATED  employee  with  ex¬ 
tensive  knowledge  of  all  facets  of  the  news¬ 
paper  and  magazine  industries,  seeks 
full-time  position  with  a  growing  publication. 
NY/NJ  areas  preferred.  Increased  revenue 
and  market  share  in  all  positions.  Please 
contact  me  for  more  Information  at: 

E-mail:  Rosie48269@cs.com 
Or  call  Howard  at:  (732)  988-6157 

_ EDITORIAL _ 

Experienced  SPORTSWRITER  seeking  free- 
lance/stringer  work  in  NY/NJ/CT/PA.  Col¬ 
lege/Pro  sports.  Contact  Brian  Dunleavy: 
bpdunleavy@yahoo.com 


pLIBLlSHER 

Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1 884. 
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ANALYS  I  S 


Read  it  and  weep 


And  now  the  profitable,  New  York-based  satirical  weekly 
has  new  movie,  radio,  book  and  Web  projects 


BY  SETH  FORGES 

After  15  years,  it  looks  like  The  Onion  — 
both  lover  and  mocker  of  daily  newspapers  —  is 
here  to  stay.  As  the  kooky  brand  continues  to 
gain  popularity  and  expand,  both  in  print 
and  online,  a  host  of  new  projects  and 
products  are  currently  in  the  works  at  Onion,  Inc.  “We 
are  working  on  a  movie,”  says  editor-in-chief  Carol  Kolb,  from  her 
New  York  City  office.  “We  have  this  thing  called  ‘Onion  Radio 
News.’  We  have  another  book  that  just  came  out.  We’re  working 
on  a  pay  section  to  our  Web  site  (www.theonion.com).” 


The  site  will  continue  to  be  free  in 
its  present  form,  however.  “We’re  just 
going  to  do  a  bunch  of  new  material  (as  a 
premium),”  Kolb  says.  “A  lot  of  it  will  be 
complete  archives.  Older  things  that 
people  haven’t  seen.  Things  that  don’t  fit 
into  a  newspaper  or  Web  site.” 

With  a  print  presence  in  five  cities, 
the  Onion  has  attracted  a  loyal  weekly 


generates  an  annual  revenue  of  over  $7 
million,  and  is  profitable. 

Perhaps  the  greatest  triumph  of  the 
Onion,  which  bills  itself  as  “America’s 
finest  news  source,”  has  been  its  ability 
to  pull  a  profit  from  its  Web  site  —  some¬ 
thing  that  has  eluded  many  “serious” 
online  news  outlets. 

Still,  it  remains  fixed  to  its  newspaper 


At  first  glance,  it  is  easy  to  pass  the 
paper  off  as  nothing  but  a  joke.  But  closer 
inspection  reveals  the  humor  weekly  to  be 
a  calculated  and  poignant  satire  of  main¬ 
stream  newspapers.  The  Onion  is  in  many 
ways  a  reaction  to  traditional  newspapers, 
as  Kolb  says,  but  its  success  also  presents 
a  lot  of  lessons  for  other  papers. 

The  newspapers  that  most  influence 
content  in  the  Onion  “are  things  like 
USA  Today,”  Kolb  says.  ‘That’s  just 
because  they’re  more  ridiculous  and  easy 
to  parody.”  Because  papers  like  The  New 
York  Times  are  viewed  by  Onion  staffers 
as  higher  quality  “they  don’t  influence  us 
so  much,”  Kolb  explains.  They  prefer  the 
“stupidity  of  USA  Today  and  the  charts 
and  dumbed-down  repetitive  text.” 

With  headlines  such  as  “Lowest 
Common  Denominator  Continues  to 
Plummet”  and  “U.S.  Government  to 
Discontinue  Long-Term,  Low-Yield 
Investment  in  Nation’s  Youth”  —  and  a 
regular  “STATshot”  feature  (an  obvious 
parody  of  USA  Today's  “Snapshots”)  — 
it  is  not  difficult  to  understand  what 
Kolb  is  saying. 

But  the  brains  behind  the  Onion  get 
their  story  ideas  from  just  about  every¬ 
where.  “A  lot  of  them  come  from  just 
sitting  down  to  write  your  headlines  while 
flipping  through  the  paper,”  Kolb  says. 

“A  lot  of  them  come  from  simply  walking 
around,  and  you  have  an  idea  that  you 
form  into  a  headline.  We  try  to  react  to 
the  news  and  we  want  to  be  topical.  But 


readership  of 300,000.  But  this  figure 
pales  in  comparison  to  the  online  version 
of  the  paper,  which  Time  magazine  called 
“The  funniest  site  on  the  Internet.”  The 
site  tallies  a  staggering  5,000,000  visits 
and  31,500,000  page  views  per  month. 

The  Onion  dates  back  to  1988  in 
Madison,  Wise.,  when  Tim  Keck  and 
Chris  Johnson,  two  students  at  the 
University  of  Wisconsin,  created  it 
mostly  as  a  parody  of  campus  life 
and  the  college  town.  The  publication 
remained  primarily  a  local  phenome¬ 
non  until  1996,  when  its  Web  site 
was  launched.  In  2000,  the  Onion 
relocated  to  New  York  City. 

The  Onion  became  nearly  a  textbook 
example  of  a  newspaper  using  the  Web 
to  further  its  presence.  The  paper’s 
national  renown  allowed  it  to  expand  its 
print  edition  into  other  cities,  move  a 
series  of  best-selling  books  and  merchan¬ 
dise,  and  sell  subscriptions  to  the  print 
edition.  In  all.  Onion,  Inc.  currently 


roots.  “We’re  basical¬ 
ly  a  parody  newspa¬ 
per,”  says  Kolb.  “A 
lot  of  our  jokes  come 
from  imitating  the 
way  a  regular  news¬ 
paper  would  treat 
the  news.” 


on  the  other  hand,  we  don’t  want  to  be 

. _ _ ,  chained  to  topicali- 

eONlON  I  ty.  We’re  very  lucky 
— II  I  I'ff  j  that  we  don’t  have 
I  to  be,  unlike  a  regu- 
I  lar  newspaper.  If 
don’t  have  some- 
thing  that  is  funny 

lUf  "  i  I  to  say  about  a  certain 

i  topic,  we  don’t 
SSS-sl ■  I  have  to  cover  it, 

j  unlike  a  normal 
i  newspaper.  We  can 
.  j  I  something 

Bpipl  I  Other  times,  Kolb 

I  says  the  Onion  will  do 
^  a  story  on  an  issue  they 
feel  is  inadequately  covered  by  the  main¬ 
stream  press,  in  an  attempt  to  bring  more 
attention  to  it.  “Like  the  AIDS  crisis,” 

Kolb  says.  “It’s  such  a  huge  story,  but  you 
don’t  see  it  a  whole  lot  in  the  newspaper. 
So  we  might  just  want  to  do  it.”  @ 


CRT 


18  EDITOR& PUBLISHER  NOVEMBER  24,  2003 


www.editorandpublisher.com 


770  Broadway,  7th  Floor  •  New  York,  NY  10003 


Products  &  Services 

Adweek  •  Brandweek  •  Mediaweek  •  Adweek  Magazines'  Technology  Marketing  •  Editor  &  Publisher 
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ADWEEK 

Wright  Ferguson,  Jr. 
Publisher,  SVP/Sales 
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wferguson@adweek.com 

BRANDWEEK 

Charlotte  Erwin 
Publisher 
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cerwin@adweek.com 

MEDIAWEEK 

Linda  D'Adamo 
Publisher 
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Publisher 
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relate  only  to  the  cladding  around  the 
aluminum  mullions;  the  glass  panels  and 
the  mullions  themselves  are  sound,  he  said. 

When  the  work  is  complete,  night 
pressroom  operations  will  be  visible  from 
a  distance.  By  the  end  of  next  summer,  the 
Advertiser  expects  to  run  its  entire  circula¬ 
tion  off  its  new  pair  of  presses,  which  will 
be  capable  of  printing  color  on  everj'  page 
of  the  paper  (E^P,  Dec.  17,  2001). 

Partly  in  the  hope  of  not  rejjeating  the 
misfortune  that  attended  installation  of  the 
old  presses,  the  first  Regioman  units  were 
blessed  with  holy  water  and  tea  leaves  in 
what  w'as  described  as  a  traditional  Haw'ai- 
ian  ceremony.  Forh’  years  ago,  a  rigger 
died  in  a  fall.  Reporter  Dan  Nakaso  quoted 
Publisher  Michael  J.  Fisch,  remarking, 
“Most  people  don’t  know'  about  that.  I'm 
not  leaving  amthing  to  chance.” 

After  the  10  months  it  w'ill  take  to 
extract  the  e.xisting  Hoe  and  Goss  presses 
in  2005,  the  dow'ntow'n  News  Building 
will  have  more  space  for  its  planned 

renovation,  according  to  Nakaso’s 
storv'  in  the  Adi'erti.ser. 

About  a  week  before  the  first 
new  press  units  arrived,  Michael 
Ohlmann  joined  the  142,025- 
circulation  paper  to  manage  its 
Kapolei  pressroom,  armed  with 
,  ^  the  experience  of  starting  up  two 
'  Regioman  presses  as  pressroom 
manager  for  the  Knoxville  (Tenn.) 
News-Sentinel. 

HjH  Earlier  in  his  career,  Ohlmann 

spent  20  years  at  Denver's  Rocky 
m  r;  ^  Mountain  News, 

^  II  *  I  ^  where  his  last 

assignment  w'as 
assisting  the  vice 

ill  ""  president  of 

•  human  resources 

•  ii'l  ■;  ►  !  in  negotiating 

^  ■  I  I  contracts  with 

i  iplij  f"  seven  bargaining 

[j  ■  ^  ""'V  I  I  units.  Before  then, 

t  l  he  was  a  lead 

—  operator  on  flexo 

and  Goss  olTset 
presses.  Ohlmann 
t>eg^  ^  ^  press¬ 
room  apprentice 
in  1970  in  Fort  Lauderdale,  Fla. 

Ohlmann  reports  directly  to  Black,  as 
well  as  to  Production  Manager  Terry 
Derby  Sr.;  Wendell  Weatherwax  and  Terry 
Derby  Jr.  continue  to  manage  the  current 
letterpress  and  Goss  Urbanite  oifset 
operations.  II 


New  ‘Honolulu  Advertiser’  plant  gets  machines  and  manager 


BY  JIM  ROSENBERG 

E  EXPECT  TO  BE  PRETTY  MUCH  DONE 

M  with  the  building  by  mid-December,”  Pro- 
^  /  duction  Director  Martin  Black  said  last 

week  of  The  Honolulu  Advertisers,  new 
T  w  production  and  distribution  facility  in 
Kapolei,  about  a  20-mile  drive  west  around  Pearl  Harbor. 

With  the  building  enclosed,  most  of  the  remaining  work  consists 
of  roofing  over  the  metal  decking,  completing  mechanical  and  heat¬ 
ing,  ventilation,  and  cooling  systems  for  the  mailroom,  applying  a 
synthetic  plaster  insulation  to  wall  panels,  painting,  installing 

floor  coverings  and  fire  sprinklers, 
and  some  electrical  work. 

The  synthetic  plaster  will  create  ^ 
much  of  the  visible  exterior.  Its 
application  “is  a  tedious  process,”  * 

Construction  Process  Manager 
Larry  Fukanaga  said,  “because  you  ^  ^ 
have  to  trowel  the  right  amount 
onto  the...  foam  panels”  or  other  BBl 
surfaces.  “It’s  really  durable  stuff,”  ppWfl 
he  added.  “The  color  is  mixed  in  IKI 
with  the  material”  by  incorporat-  ||^BM 
ing  colorant  in  the  final  coat  or 
applying  a  paint  that  integrates 
itself  with  the  plaster.  Either  way, 
said  Fukanaga,  it  minimizes  any 
need  to  paint  or  repaint. 

The  press  hall  is  the  structure’s 
most  complete  part  —  readied  for 
the  arrival  earlier  this  month  of  the  first 
units  of  two  MAN  Roland  Regioman 
presses  valued  at  $30.8  million.  Shipped 
to  a  harbor  only  two  miles  away,  those  one- 
around  doublewide  units  are  in,  and  tech¬ 
nicians  continue  work  on  MAN’S  Aurosys 
paper-handling  equipment,  while  BEK 
Systems  puts  in  the  ink-supply  system. 

A  few  issues  had  yet  to  be  resolved,  but 
“for  the  most  part,”  Black  said,  “we’re  in 
pretty  good  shape.”  Those  issues  were  the 
subject  of  a  meeting  last  week  that  includ¬ 
ed  representatives  from  Gannett  corporate, 
the  architects,  and  others.  Black  said  there 
seemed  nothing  that  couldn’t  be  fixed  by 
those  now  working  on  the  project,  though 
who  will  pay  for  any  extra  or  remedial 


Outside:  preparing  final  coverage  of  press  hall 
walls.  Inside;  installing  a  Regioman  unit 


work  had  not  been  determined.  { 

But  Black  said  there  are  no  ; 
serious  cost  overruns  for  the  ; 

$29.5-million  plant,  and  Fukanga 
agreed,  saying  work  on  the  press 
hall’s  window  wall  will  meet 
the  scheduled  Dec.  18  completion 

An  engineer  was  retained  late 
last  month  to  consult  on  certain 
outstanding  issues  related  to  the  window 
wall  system:  its  weatherproofing,  amount 
of  thermal  expansion  and  contraction, 
ability  to  withstand  some  deflection  of 
underlying  steel  framing,  and  compatibility 
of  the  glass  panels  and  cladding. 

Fukanaga  said  weatherproofing  issues 
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Salt  Lake  suburb  attracts  another  newspaper  printer 

New  building  for  a  Bountiful  business 


Weekly  publisher  relocates 
printing  to  larger  quarters 


BY  JIM  ROSENBERG 

WELL  BEFORE  SALT  LaKE  CiTY’S 
dailies  roll  off  presses  in  subur¬ 
ban  West  Valle\’  City  (E^P, 
Aug.  25),  their  supplier  of  glossy  inserts 
and  special  print  products  expects  to  have 
its  owTi  operations  up  and  running  at  a 
new,  larger  location  about  three  miles  away 
from  the  dailies’  new  production  plant. 

Though  its  Davis  County  Clipper  vAW 
stay  in  offices  in  Bountiful,  north  of  Salt 
Lake  City,  Spectrum  Press  has  begun 
moving  printing  and  binding  to  a  West 
Valle\'  City  building  that  once  housed 
another  printer.  After  the  two  Heidelberg 
MlOOOs  join  the  already-installed  new 
Hantscho  and  M300  presses  (all  commer¬ 
cial  heatset),  the  company  will  move  the 
l6-unit  Goss  Community'  (including  two 


Booming  business 
with  magazine,  catalog, 
and  brochure  custom¬ 
ers  from  Washington 
to  New  Mexico  drove 
the  search  for  a  new 
location  with  more 
space,  according  to 
Stable.  In  a  phased 
move  over  six  months. 
Spectrum  operations 
will  expand  from 
35,000  to  over  80,000 
square  feet.  But  it  is 

„  _  not  receiving  the  kind 

Spectrum  Press  is  moving  all  production  to  this  West  Valley  City  building  of  financial  incentives 

four-high  towers),  on  which  it  prints  offered  Salt  Lake’s  Newspaper  Agencv' 

approximately  10,500  copies  of  its  112-year-  Corp.,  Stable  explained,  because  it  is  not 


old  weekly  and  other  non-heatset  products. 

“We  have  the  expertise  to  do  it  ourselves,” 
said  company  owner  and  Clipper  Publisher 
R.  Gail  Stable,  adding  that  Spectrum  will 
probably  need  help  moving  and  reinstalling 
its  equipment  only  because  it  has  so  much. 


building  on  an  undeveloped  site. 

Besides  the  new  M300  press.  Spectrum 
is  adding  inkjet  equipment  for  direct  mail 
jobs  and  will  output  direct  to  plate  using  a 
Screen  8600  thermal  platesetter  supplied 
by  Kodak  Polychrome  Graphics.  ® 


LAPINSKI  NAMED  MAN  ROLAND 
INC.  COO  AND  DIRECTOR 

Printing  press  supplier  MAN  Roland 
Inc.,  Westmont,  Ill.,  promoted  Senior 
Vice  President  Vincent  H.  Lapinski  to 
chief  operating 
officer  of  the 

company’s  web  Y 

operations, 

overseeing  all  1 

North  American 
newspaper  and 
commercial  web 

operations.  He  also 

,  .  . ,  Lapinski:  MAN’S  new 

wasnam^tothe  cEq  and  director 

board  of  directors. 

The  RTT  printing  technology  graduate 
began  his  career  more  than  20  years  ago, 
when  he  specialized  in  blankets  and 
plates  at  W.R.  Grace  and  NAPP  Systems. 
Lapinski  joined  MAN  in  1990,  working  in 
newspaper  web  product  management  and 
running  newspaper  sales  after  two  years. 
In  the  mid  ’90s,  he  helped  reorganize  the 
division,  consolidate  service  and  training 
facilities,  and  reallocate  manufacturing 
resources.  “MAN  Roland’s  share  of  the 
double-width  newspaper  market  in  North 
America  grew  during  his  tenure  from  less 


Lapinski:  MAN’S  new 
CEO  and  director 


than  15%  to  more  than  50%,”  said  CEO 
Yves  Rogivue. 

In  2001,  Lapinski  headed  ail  MAN 
Roland  Inc.  commercial  and  newspaper 
web  press  operations. 

ABITIBI  EXPANDS  PAPER 
RECOVERY  TO  FIVE  MORE  CITIES 

Abitibi-Consolidated  announced  last 
week  that  it  has  extended  its  Paper 
Retriever  recycling  program  in  the 
Midwest,  recovering  more  paper  for 
North  America’s  largest  newsprint  maker 
“while  supporting  local  schools, 
churches  and  other  nonprofit 
groups”  that  raise  revenues 
when  residents  drop  off 
newspapers,  magazines, 
and  other  papers  at  Paper 
Retriever  containers. 

Recycling  partners  in 
Detroit,  Indianapolis, 

Cleveland,  and  Columbus  and 
Akron,  Ohio,  now  join  those  in 
Chicago,  Phoenix,  Toronto,  and  the 
biggest  cities  in  Texas,  Oklahoma, 
and  Missouri. 

Abitibi  Consolidated  Recycling  Divi¬ 
sion  General  Manager  Michael  Sullivan 


m' 


said  the  program  “raises  the  level  of  recy¬ 
cling  awareness,  which  benefits  municipal 
curbside  recycling  rates  by  an  average 
of  4.5  additional  percentage  points.” 

To  date,  his  Montreal-based  company 
estimates  that  by  diverting  2.5  million 
tons  of  paper,  the  program  saves  an 
estimated  8.25  million  cubic  yards  of 
North  American  landfill  space  each  year. 

Abitibi  said  its  de-inking  and  recycling 
processes  save  682  million  gallons  of  oil, 
over  1.17  billion  kilowatt  hours  of  electric¬ 
ity,  and  12.25  billion  gallons  of  water. 

Accounting  for  more  than  a  third  of 
the  solid  waste  stream,  paper  fills 
more  landfill  volume  than  any 
other  waste  category. 

Citing  National  Coalition 
for  Recycling  and  govern¬ 
ment  figures,  an  Abitibi 
spokeswoman  said  recycla¬ 
ble  paper  occupies  as  much  as 
40%  of  landfills  in  some  areas. 
The  green-and-yellow  Paper 
Retriever  containers  are  placed  in  the 
parking  lots  of  partner  organizations, 
which  Abitibi  pays  for  the  paper  collected. 
Last  year  it  paid  $2.75  million  to  such 
groups  for  the  recovered  paper.  ® 
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Shoptalk 


Former  senator/publisher  says  profits  can't  drive  the  news 

The  sun  is  setting  on  the  days  of  family-owned 
newspapers  and  radio  and  television  stations.  I  wish 
that  were  not  so.  More  and  more  people  who  make 
the  decisions  about  the  number  of  news  personnel 
and  other  matters  are  business  types,  with  limited 
experience,  if  any,  on  the  news  side.  Most  of  these  corporations 
are  publicly  held,  and  those  in  charge  of  these  corporations 
understandably  want  to  please  the  stockholders. 

If  the  newspaper  or  television  station  is  making  a  15  percent 
profit,  they  want  to  boost  it  to  16  percent.  I  have  sympathy  for  an 


appetite  to  make  money  but  not  for  the 
all-consuming  zeal  that  looks  only  at  the 
short  term.  I  once  published  small,  weekly 
newspapers,  13  of  them  in  four  printing 
plants.  I  wanted  my  newspapers  to  make 
money  or  they  would  fold.  I  also  knew  that 
if  those  newspapers  served  their  commu¬ 
nities  well,  the  communities 
would  prosper,  and  in  the  long 
run,  so  would  the  newspapers. 

I  can’t  prove  that  formula 
works,  but  my  strong  impres¬ 
sion  is  that  it  does. 

Pulitzer  prizes  are  nice,  but 
I  sense  they’re  not  as  important 
to  most  of  today’s  CEOs  as  the 
profit  margin,  though  they 
know  that  a  good  reputation 
adds  to  marketability.  So  news 
treatment  by  reporters,  who  are  spread 
too  thin,  tends  to  be  superficial.  Personal 
scandals  and  controversies  that  would  not 
have  made  the  news  30  or  40  years  ago 
often  are  the  big  news  items.  “It’s  what 
the  public  wants,”  we’re  told. 

This  excessive  attention  to  the  trivial, 
to  the  scintillating,  is  not  good  for  the 
nation  and  is  not  responsible  journalism. 

The  following  incident  illustrates  the 
point  so  well.  During  my  service  in  the 
state  legislature,  Paul  Douglas,  a  great 


U.S.  senator  and  my  political  mentor, 
called  and  asked  me  to  introduce  a  resolu¬ 
tion  in  the  Illinois  General  Assembly 
urging  the  U.S.  Congress  to  make  the  corn 
tassel  the  national  flower.  He  would  then 
introduce  the  measure  in  the  Senate. 

Because  of  my  great  admiration  for  him, 
I  said  yes.  But  as  I  reflected  on 
it,  I  really  did  not  want  to  do  it. 
That  night,  I  called  the  senator 
and  asked,  “Are  you  sure  you 
want  me  to  introduce  a  resolu¬ 
tion  on  the  com  tassel?”  The 
professor-turned-senator 
laughed  and  responded  with 
a  lecture  that  taught  me 
something  about  politics 
and  journalism. 

“Paul,”  he  said,  “if  you  want 
to  stay  in  public  office  you  have  to  get 
media  attention.  The  substantial  things 
you  do  generally  will  not  get  attention 
unless  they  are  involved  in  a  major 
controversy.  The  media  loves  trivia.  You 
have  to  do  a  certain  amount  of  that  to  stay 
alive  politically.  No  one  will  get  angry  with 
you  because  you  want  to  make  the  com 
tassel  the  national  flower.  And  don’t 
worry,  it  will  never  pass.” 

What  is  important  is  always  a  subjective 
judgment.  The  proclamation  of  the  Decla¬ 


ration  of  Independence  made  page  two 
of  The  Hartford  Courant.  But  consistent 
media  inattention  to  basic  problems  in  our 
society  is  inexcusable.  It  breeds  discontent 
and  indifference. 

Part  of  the  diminished  reporting  of 
important  news  is  caused  by  a  reduction 
in  the  number  of  reporters.  Television, 
radio,  and  newspapers  are  victims  of  the 
shrinkage  caused  by  mergers  and  the 
bookkeeping  mentality  of  those  who  make 
big  media  decisions,  people  who  are  not 
new's-oriented  but  dollar-oriented. 

The  Chicago  Sun-Times,  for  example, 
once  had  excellent  reporters  on  the 
Washington  scene:  Jerome  Watson,  Basil 
Talbott,  Mike  Briggs,  Lmn  Sweet,  and 
others.  Today,  the  Washington  bureau  of 
the  Sun-Times  is  one  person,  Lynn  Sweet. 
She  files  good  copy,  but  one  person  cannot 
do  what  several  formerly  did.  That  is  being 
repeated  over  and  over  in  television  and 
radio  and  at  other  newspapers. 

A  2001  survey  of  newspeople  by  the 
Columbia  Journalism  Review'  showed  84 
percent  of  those  polled  found  newsroom 
morale  low,  while  only  15  percent  think 
it  is  not  low.  One  of  the  major  reasons: 
profits  taking  priority  over  good  reporting. 

Excessive  pandering  to  stockholders  is 
as  bad  as  any  other  form  of  pandering.  It 
is  of  more  than  passing  interest  that  the 
major  mutual  funds  that  trv'  to  invest  in 
socially  resfK)nsible  corporations  do  not 
have  any  new'spaper  stock.  I  do,  but  I  buy 
in  companies  that  1  believe  are  more  than 
money  machines. 

It  is  important  to  remember  the  words 
of  Tim  McGuire,  who  stepped  down  in 
mid-2002  as  president  of  the  American 
Society  of  Newspap)er  Editors:  “We  do  not 
make  Wheaties,  and  we  do  not  make  car 
bumpers.  We  make  newspapers  for  a  free 
society.”  To  make  profit  an  <ill-absorbing 
pursuit  does  not  serve  the  nation  well, 
and  in  the  long  run,  it  will  not  serve  the 
media  outlets  well.  11 

Paul  Simon  was  U.S.  senator  from  Illinois 
from  1984  to  1997 and  is  the founding 
director  of  the  Public  Policy  Institute  at 
Southern  Illinois  University,  Carbondale. 
This  article  is  adapted from  his  21st  book. 
Our  Culture  of  Pandering,  published  by 
Southern  Illinois  University  Press  on 
October  23. 
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DPI  investigative  reporter  Mark  Benjamin  recently  uncovered  the  squalid  conditions,  like  this  WWII  barrack  at  Fort  Knox,  that  sick  and  injured 
U.S.  Army  Reserve  and  National  Guard  soldiers  have  been  forced  to  put  up  with  while  waiting  for  medical  attention,  which  can  take  months 
to  receive.  His  reports  from  Fort  Knox  and  Fort  Stewart  have  launched  a  Senate  investigation  that  will  result  in  improved  care  for  thousands 
of  our  sick  and  wounded  troops.  If  news  that  changes  the  world  is  of  interest  to  you  and  your  audience,  there’s  one  place  to  get  it.  UPl. 


I 


